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Abstract 
VirtualBC.com (VBC) was established in 1997 by Syber Systems, now known as Online 
Performance Ltd. , as a community resource website. Subsequent community informative 
domain names were registered, in which the VBC concept would be applied, thus creating a 
one-stop shop, or "you find one, you find them all" idea; a VirtualBC.com network. All these 
partnering websites were to have an identical look and content that visitors would find useful 
and easy to use. This website, and its partnering sites, have not been updated in over six years 
as the company' s automotive website division experienced significant growth. With the 
limited resources available, the VBC concept was placed on hold. The worldwide interest in 
British Columbia with the 2010 Olympics approaching, and as the company has grown in the 
last ten years, the company felt now was the time to examine the success of VBC and 
discover how best to revitalize it in becoming a preferred information resource. 
In reviewing relevant literature from a wide variety of sources, five major themes became 
evident that were applicable to the website revitalization plan of www.VirtualBC.com. These 
were the value of domain names; virtual communities and regional portals; web behaviour 
(consumer behaviour); tourism websites; real estate; and business strategy. There were some 
common themes in the literature that could be applied to the methodology in helping to 
achieve a plan for website revitalization. 
A website visitor survey was undertaken for a two-month period with the goal of 
identifying where visitors lived, the frequency in which they visited www.VirtualBC.com, 
what they liked about the current website and their interest in future developments. The 
survey results and statistics presented in this project provide some key information and 
insight into visitor habits that the company can use to pursue a revitalization strategy for the 
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VBC network. Discussions and interviews with the Directors of Online Performance Ltd. 
was also necessary in providing historical information, company successes, current 
challenges and their thoughts for future developments. 
This project will provide a multinational company with a practical website revitalization 
plan. A strategic analysis in terms ofVRIO and Porter' s Five Forces Model was also 
completed. As a result of theoretical foundations, the website survey, and site statistics, there 
are many factors for Online Performance Ltd. to consider. These are outlined throughout the 
course of this project with recommendations and ' next steps' being presented. Once these are 
examined, the company will be able to gain a better presence in the market, with increased 
repeat visitorship and new revenue sources. 
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Introduction 
The purpose of this project is to provide Online Performance Ltd. with an analysis of 
VirtualBC.com and provide a guideline for improving or ' revitalizing ' this website. In 
addition, this project may prove to establish a best practice in revitalizing a community portal 
website. It is anticipated to identifY who site visitors are, look at new opportunities, where 
potential target markets may be, and determine site content and feasible improvements. The 
company is looking for an analysis on what their site visitors think of the current website and 
how they can improve it to be more attractive and increase the number of hits and repeat 
visitors. Once this is completed, they can focus on attracting various revenue streams. The 
combination of a web-based survey with customized questions, server statistics and generic 
tourism numbers will provide a good starting point for revitalization. By comparing these 
results to the literature, Online Performance Ltd. will be able to establish feasible website 
improvements and growth. 
Background Information 
Syber Systems was established in Creston, British Columbia as a 'mom-and-pop' 
operation in 1995. This company' s original business provided web page design, Internet 
advertising and electronic solutions to local organizations in the area. Today, Syber Systems 
has transformed into a horizontally integrated multinational company now called Online 
Performance Ltd., delivering similar products and services in more than two countries 
(Wikipedia, 2006). Although they offer much of the same service as they did ten years ago, 
the company now focuses on classic Chevrolet cars, and a tourism and relocation resource 
center, VirtualBC.com, herein also referred to as VirtualBC or VBC. For the purpose of this 
project, the focus will be on this tourism and relocation portion of this company. 
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The original concept ofVirtualBC was a website portal (virtual community) with a 
centralized, common focus. "You find one, you find them all" was the basic underlying 
premise in developing VirtualBC.com. There was to be an identical look and feel amongst 
the partnering sites that would be easy to find and user-friendly. As of December 31 , 2005, 
the company owned over forty-four domain names related to the VBC concept. Appendix I 
identifies the various domain names, which are registered and owned by Online Performance 
Ltd. Each individual community domain name (website) has a similar look and feel as the 
'parent' VirtualBC.com. Together, these websites make up the VBC network. A visitor can 
go to www.VirtualBC.com, find individual community websites and be redirected to that 
corresponding site (domain name). This provides visitors with ease in finding information 
from one community to another. 
VirtualBC.com was developed as a tourism resource website with a database of links 
to assist in vacation planning and relocation. Current content on VirtualBC.com provides 
information for tourists, residents and general interest. Classified advertisements are a 
popular item on the website, with categories including pets, automotive, household items, 
rentals, and real estate sales. In addition, there is a tourism resource links database on the site, 
which is the main focus of the company. These links include general provincial info 
(AboutBC and Government), accommodations, real estate agents, sports and recreation, and 
business, including community organizations. A sample screenshot ofVirtualBC.com is 
provided in Appendix 2. 
The success ofthe automotive arm of Online Performance Ltd. (OLP) has put the 
VirtualBC project on hold due to the time and resources devoted to the classic car sites. The 
company is still committed to the concept of VirtualBC, but has limited resources to devote 
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in its current stage. Hence, this project will provide the company with some theoretical 
foundations, website visitor information, and recommendations that can be used to revitalize 
VirtualBC.com in a way that will not be so demanding or require a large amount of support 
once re-launched. 
Literature Review 
Due to the amount of literature available that can be applied to analyzing a website 
and the potential wide expanse this project could take, it was challenging to focus on the key 
literature relevant to a regional website community portal with tourism-based content. A 
project such as this could look at a broad range of topics. In the end, the research identified 
five major themes applicable to the website revitalization plan of www.VirtualBC.com. 
These are based on the site ' s current content and commonality within a variety ofliterature: 
the value of domain names; virtual communities and regional portals; web behaviour 
(consumer behaviour); tourism websites; and to a lesser extent, real estate. Literature on 
business strategy, was utilized to conclude the strategic analysis of this project. 
Domain Names 
DirectNIC (200 1) discusses a very feasible method in which to value a domain name 
(website address or URL - uniform resource locator). This could be considered similar to an 
environmental scan in evaluating business strategy. Market conditions, such as demand for a 
name, substitute names, economic conditions, political forces, and socio-cultural forces 
influence a domain name ' s marketability. Brand recognition and value influence a domain 
name. Image, popularity, familiarity, ease of branding, brand value and market presence are 
key aspects related to brand recognition that this article identifies. This article goes on to 
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state that perhaps the most important aspect to be considered in valuing a domain name is the 
name itself. Appraisal companies consider shorter names to be more valuable than long 
(DirectNIC, 2001). Those with a ' .com' extension are of highest value. Other considerations 
include if the domain name accurately describes the company's core business, and if it is a 
true reflection of the website ' s content. A good domain name should be hard to misspell, and, 
moreso, one with connected businesses and/or websites are "easier to price as they have track 
records, which a value can be put on" (DirectNIC, 2001). Current and potential traffic to the 
website ties in with this last point. The more traffic a site generates, the more it is worth to 
the business and any future purchasers (DirectNIC, 2001). The domain names that make up 
the VirtualBC concept is of very high value based on this article. 
Valuing Internet Businesses by Higson and Briginshaw (2000) takes a slightly 
different approach by evaluating companies based on their stock levels and free cash flows. 
They develop a framework for valuing Internet stocks. Although Online Performance Ltd. is 
not a publicly traded company; this article will be useful should they decide to do so in the 
future. Information is provided on the performance of high-tech stocks, such as Amazon. com 
and Freeserve. Based on the various articles surrounding domain names and the value of 
internet companies, the package of VirtualBC.com domain names are very valuable, and 
according to Levy' s article in Newsweek (1999), can become a cornerstone for "billion-dollar 
business plans." Although, this may seem a little extreme for VBC in itself, the basic 
foundations can provide the building blocks of growth and financial success. As well, he 
states, "a memorable, easy-to-spell domain name is more valuable than diamonds, and about 
as easy to get as finding a gemstone in the ground." As the majority ofVirtualBC domain 
names were registered in 1997 and 1998, they contain either a simple ".com" or ".net" 
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extension that is relevant to the website (e.g. www.PrinceGeorgeBC.net for Prince George, 
BC) and relatively easy to remember (see Appendix 1). The simplicity of the domain 
extensions is a major strength that could be capitalized on, such as developing the VBC 
websites to establish a complete tourism/relocation information resource site, or even selling 
them off individually to a willing buyer. 
Virtual Communities & Regional Portals 
Key aspects of various literature reviewed are definitions that prove to be useful in 
ensuring a clear understanding of the VirtualBC.com concept and future. These definitions 
include virtual community and website portal. One of the best articles is by Wang (2002), in 
which he describes virtual tourism and a virtual community, including its key components 
and how to measure its success. Defining measurement is key, as the World Wide Web is a 
global market, and the ability to identify key elements and measure it assists with analysis. A 
key way to measure a virtual community is if it can provide meaning and identity for 
members (Wang, 2002). The author goes on to define a virtual community, as per dictionary 
definitions, as "groups living together and/or united by shared interests, common goals, 
activities and groups and individuals who cooperate to share resources and satisfy each 
other' s needs." Here, people can have the opportunity to develop and maintain both social 
and economic relationships, and provide an avenue to explore new opportunities (Wang, 
2002). There are some key characteristics included in a virtual community that are really no 
different from those of a physical community; common values, beliefs and norms are 
required, as are rules, a sense of identity, commitment and association (Wang, 2002). The 
author goes on to say that it is becoming easier for people to travel the world and stay in 
touch while they do. As such, an increasing number of visitors use online travel communities 
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to research, plan and book activities. Wang (2002) states that travel organizations are 
realizing this trend, and changing business practices to incorporate the web into their daily 
business, or the Internet, itself, is their core business (e.g. travelocity .com). 
Preece ' s (2000) article on online communities is similar to Wang' s in that it identifies 
key elements and considerations in order for that community to be successful. This article 
reports that establishing a set of rules or guidelines to be followed is an important first step. 
Software design and sociability are two key components in establishing participatory 
development. Preece (2000) states that an online community should ideally include the 
following elements: "people who interact as they strive to satisfy their own needs or perform 
special roles; a shared purpose such as an interest, need, information exchange, or service 
that provides a reason for the community; policies that guide people' s interactions; and 
computer systems which support and mediate social interaction and facilitate a sense of 
togetherness." 
Vrazalic eta! (2003) highlights the different types of regional community portals, and the 
benefits of them to all stakeholders. An "S3 model of regional community portals" is also 
presented to showcase the three development phases of a portal: set up, survival and self-
sustainability. More specific to the VBC project is the works by Lawley eta! (2002), which 
discusses regional community portals by interviewing various businesses and focus groups in 
the given area. This article outlines a model of success for a portal of this nature, and 
introduces a ' virtuous circle ' of participants. There is a focus on the ability to attract and 
retain loyal users, while identifying both barriers and key factors to a successful community 
portal. A model of success for regional community portals is presented, which could be 
applied to the VBC concept. 
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Kuo (2003) conducted a study on the service quality of virtual community websites. This 
survey identified various dimensions in this type of website that web surfers preferred; 
reliability, tangibles, assurance, responsiveness and empathy. The author states that the key 
to success for an Internet company is to truly understand and fulfill the demands of web 
surfers: its visitors. This is accomplished by identifying how a virtual community can fulfill 
four various kinds of user needs: transaction, interest, fantasy and relationship. Using these 
concepts will be very important to integrate into the VirtualBC.com revitalization, to ensure 
the site will best meet visitor ' s needs, create a sense of community and establish repeat 
visitors. 
Consumer Behaviour on the Web 
An interesting article by Chau et al (2002) describes the importance of recognizing 
culture differences in online consumers: " ... if a website does not consider various cultural 
differences in their users, the site will be doomed". Demographics are not the only 
consideration, they are a small part of the picture. Cultural preferences and biases, or 
' culturability', affect the degree of attitudes and user-friendliness of a website (Chau et al, 
2002). Chung and Tan' s article (2004) reinforces the importance of understanding user 
acceptance of the Internet in evaluating a website's effectiveness. They go on to say that the 
ultimate goal is to create a positive user experience and repeat usage. They concluded that, 
indeed, website characteristics play a key role in a user' s experience. Hoffmann and Krauss ' 
(2004) article regarding visual aesthetics for the web defines what aesthetics are and how 
important they are to website design in attracting and retaining site visitors or community 
members. The authors specifically state, "visual aesthetics for the web is [sic] of prime 
importance, because they influence the understanding of the viewer through manipulating 
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their perceptions and intensifying and interpreting events." For the purpose of this project, 
the definition of aesthetics that will be used is, "a pleasing appearance or effect." A high 
quality website needs to incorporate many elements of quality, such as usability, aesthetics, 
download speed, and information quality (Hoffman and Krauss, 2004). A key conclusion of 
the article is that the use of colour and visual clarity of the site further clarifies the necessity 
of creating a loyal visitor. There is a lack of literature regarding visual aesthetics for a 
website, but this article contains a few key points that should be considered in redesigning a 
website. 
Tourism Websites 
The majority of literature regarding tourism websites stresses the fact that tourism is very 
much information-based. Promotion and distribution of products and services are no longer 
restricted to store front and department stores. The Internet has provided a new venue for 
display, trade and distribution. This is encouraging for VirtualBC.com, as the basic concept 
behind it was to be an online tourism/community resource. 
There are various articles authored by Tourism British Columbia, Tourism Action 
Society ofthe Kootenays (TASK), and Canadian Tourism Commission (CTC) that are 
applicable to this study in providing basic statistics and a general economic profile of a given 
region. Some, like Tourism Indicators, identify key visitor statistics on market origins and 
profiles, and revenues that can be integrated. The report by the CTC (2002) on the Role of the 
Internet in the Vacation Travel of North Americans provides a snapshot of key information 
surrounding "iTravellers" (those who use the Internet to research or book travel online) in 
Canada and the United States regarding Internet usage for their vacation. Although these two 
countries have similar tangible item consumption and purchasing habits, the way in which 
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they use the Internet differs. For example, travelers from the United States tend to purchase 
more online than Canadians and require prices quoted in US dollars (CTC, 2002). This report 
complements various statistics available to provide a clearer picture of the nature of visitors 
to a given travel website, such as VirtualBC.com. I ves, in cooperation with TASK (1999), 
compiled an article titled Community I Tourism Web Site Manual. This article is very 
relevant to VirtualBC.com as it clearly presents the idea of community web sites, key 
elements in web site design, domain name and hosting information, and marketing from a 
tourism perspective for the Kootenay region, where VBC is based and has many partner sites. 
Another article by TASK ( 1999) takes a look at the economic potential and tourism 
limitations of the region, which will be helpful in identifying opportunities and competitors 
for VBC. 
A case study from New Zealand presented how that country successfully used the web 
for the marketing of tourism activities (Doolin et al., 2002). The content in this article is 
useful, because it identifies how successful regional tourism organizations (RTOs) in New 
Zealand have been in adopting and developing Internet commerce. A major discussion is the 
increasing interactivity of tourism websites. The study presents key milestones and features 
that need to be included in an RTO website or portal, which VirtualBC is hoping to become. 
Development in Internet commerce is described as moving from a basic web page with an 
email contact to one that fully adopts Internet commerce (the ability to complete transactions 
online). The authors also identify three stages in an eMICA model (extended Model of 
Internet Commerce Adoption): web-based promotion, provision of information and services, 
and transaction processing. VirtualBC can be developmentally assessed in terms of how 
developed the site is to becoming a preferable tourism website. Palmer and McCole (2000) 
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produced a paper regarding the role of e-commerce in "virtual tourism destination marketing 
organizations" stressing the importance to create co-operation between tourists, the web 
portal, and the suppliers. Complementing a brief discussion of how marketing of tourism 
destinations is changing rapidly with the advance of information technology, the authors 
analyze websites based on reciprocal links in various ways. Currently, VirtualBC.com 
consists of a large links database, for which this article can be compared against. Liu (2005) 
provided a theoretic discussion in terms of tourism e-commerce that will be incorporated into 
this project, and can be related to the survey conducted. Liu also establishes a tourism e-
commerce model regarding strategic choice and degree of innovation. Similarly, there are 
four key value-generating strategies in satisfying customer needs through the value chain. 
Real Estate 
Although real estate is a relatively small component of the current website content (a 
simple category in both the classified ads and links section), the industry is seeing more use 
oflnternet or electronic commerce integration into daily real estate activities. Many of the 
communities entrenched in the VirtualBC.com concept have seen a booming real estate 
market in recent years, with sales volumes and prices near all-time highs. For example, the 
East Kootenays (Kimberley, Creston, Invermere) has seen an influx of Albertans and foreign 
investors purchasing property in recent years (Western Investor, 2005). CrestonBC.com, a 
VBC partner, has a page dedicated to homes for sale by owner 
(http://www.crestonbc.com/property). This real estate site has seen an increase in the number 
of listings, inquiries and sales; it is hard to find property for under $180,000, and the site had 
a total property value of over $6.5 million listed on January 31 , 2006. This identifies the need 
to investigate literature surrounding the impact of the Internet (or e-commerce) on the real 
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estate industry, and seek recommendations or suggestions on strategies for the future that the 
company may be able to capitalize on. 
The Internet and technology have provided the real estate industry with ease of 
market entry and expansive geographic coverage in addition to opening up new marketing 
channels and opportunities. Relevant literature has stressed how this industry is an 
information-intensive business that offers greater convenience and reach (Crowston and 
Wigand, (No Date) and Muhanna and Wolf, 2002). Crowston and Wigand (No Date) state 
that there has been a shift in service delivery regarding the ability to view listings, research 
and browse properties online as compared to having to contact a real estate office or agent for 
any information on a given property of interest. The web has primarily been used for the 
listing and searching processes, but an agent is still required for the final evaluation and 
purchase transaction (Muhanna and Wolf, 2002). As such, the literature argues that the 
Internet will never completely overtake the need for a real estate broker or agent in order for 
a buyer to complete the purchase of their property. Likewise, the real estate agent needs to 
embrace information technology or be left behind. However, there is still a market for the 
"for-sale-by-owner" (FSBO) types who are looking for the perfect place to list their property. 
It will be this focus that VirtualBC.com may be able to benefit from when revitalizing the 
website and creating a ' relocation' theme or feature . 
Strategic Content 
There are many articles regarding integrating strategy into web applications or how to 
capitalize one-commerce. However, they are often tailored for the retail sector, not 
necessarily a tourism website. Two main theoretical components surrounding business 
strategy will be used in this project to analyze VirtualBC: Michael Porter' s Five-Forces 
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Model and Jay Barney's VRIO Framework. Porter (2001) also produced a report on Strategy 
and the Internet that identifies how a company can maintain a competitive advantage, how 
the Internet impacts the value chain, and outlines 'six principles of strategic positioning'. 
Barney and Hesterly ' s (2006) textbook describes the VRIO framework model, 
complementing a discussion on resources and capabilities. DomainMart (2005) provides a 
generic evaluation of Porter' s Five Forces model as it applies to domain names. 
Methodology 
A web-based survey was developed as a primary method of research for this project. 
Survey questions were designed based on information the company is seeking and to apply 
the theoretical foundations found in the literature. The results of the following methodology 
will be analyzed and compared to the theoretical foundations found in the wide variety of 
literature. To complete a strategic analysis ofVirtualBC.com, including the concept and 
domain name, strategic texts and articles were incorporated in addition to the theoretical 
literature. Some of the survey and statistical information identified throughout the course of 
this project can be related to this literature in helping to create a feasible analysis of 
www.V irtuaiBC.com, and perhaps even establish this site as a ' best practice' in terms of 
revitalization from which others can learn. 
The survey was given to the directors of Online Performance Ltd. for approval to 
ensure it would adhere to any corporate policies and was addressing the proper content they 
were seeking from the project. The survey was launched November 18, 2005 on 
www.Zoomerang.com. This survey was an original creation, but hosted on the Zoomerang 
site due to the choice in design, formatting and statistical options provided. A copy of this 
survey is provided in Appendix 3. As an incentive to complete the survey, and thus increase 
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the response rate, respondents could choose to enter into a draw to win a prize, which 
included an MP3 player, and five additional prizes of three VBC mouse pads and two VBC 
coffee mugs. These prizes were selected as they could be used by any respondent (they were 
not limited to a certain service area such as a gift certificate may have been), could be easily 
shipped to remote areas, and were relevant to the purpose of the survey. 
Special survey pages were created as introductions to the survey that included the 
purpose of, and link to, the survey (see Appendix 4). Banner ads were placed on 
www.VirtualBC.com (and all the partner sites, such as www.CrestonBC.com) asking visitors 
to complete the survey. After one month of having the survey open, there were very few 
responses. As such, members on two other sites owned and managed by Online Performance 
Ltd. (www.Chevelles.com and www.Camaros.net) were asked to visit VBC and fill out the 
survey. A customized survey welcome page was created for this group to provide more 
information and encourage responses (the second portion of Appendix 4). Although these 
respondents may impact the results of some questions (such as "How did you find us?" since 
most of this group was referred), they were experienced web users, having been active 
registered members in an online community and contributed regularly in the forums of those 
websites for many years. In addition, those who had posted a current (active) classified ad on 
VirtualBC were emailed, where an address existed, asking them to fill out the survey as they 
had already found the site and experienced its features, which generated additional responses. 
The survey was closed two months later on January 16, 2006. At that time, all those who 
chose to enter the draw by providing their email address were put into a draw box. A neutral, 
third party drew six winners. They were contacted individually via personalized email 
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congratulating them and thanking them for their contribution. Once a mailing address was 
provided, the corresponding prize was sent. 
In addition to the survey, a major technique included examining statistics on the 
current website, such as banner advertisements, classified ads and visitor use. These statistics 
provided a comprehensive overview that could be examined by month, day, and even hour, 
or used to do comparisons for a given range. Detailed information exists regarding visitor 
locations, referrer sites (such as Google, MSN or Yahoo searches), pages most frequently 
accessed, common search terms, error codes, and even the browser they used to access the 
site. The banner advertisement statistics are simpler and display each advert as a ratio of 
times shown to times clicked (click-through ratio) . Analyzing the banner ad statistics can 
provide the company with what items are more popular (e.g. a real estate banner ad versus 
one for a local hotel). There is also a possibility of gaining a source of revenue by charging 
for a banner ad to be placed on VBC. Similarly, detailed site statistics from the web server 
show the peak times for visits, the countries from where they visit, the main pages they 
viewed, and even how they found the website. In addition, if there is one country that shows 
lots of visits, it is feasible the website may need a translated page for that market. 
Complementing these detailed statistics are general visitor information statistics provided 
from Tourism British Columbia and Canada Tourism. These identify the number of visitors 
to a given tourism region within the province, their visitor profile (including trends), length 
of stay, amount of dollars spent, and areas of interest. The variety of statistical information 
and survey data will help Online Performance Ltd. to better understand potential markets in 
which to advertise and the nature of information being sought in planning a trip or relocating. 
Examining these figures will present a relatively complete profile of the type of visitor to the 
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website(s), which can then be used to change the layout, content and additional features to 
better meet their needs and preferences. This will help make the site more attractive and 
hopefully increase repeat visitors who will choose www.VirtualBC.com as a community 
resource website. 
In addition to these formal methods, discussions with Online Performance Ltd. Board 
of Directors were held periodically throughout an eight-month period. This was done to 
establish some historical information on the company and the VirtualBC.com concept. In 
addition, the company provided future ideas, goals and objectives for their organization. The 
company was consulted throughout the entire project and provided assistance where 
necessary for more detailed explanations or clarification. 
Complementing the survey responses, examining site statistics, tourism visitor 
statistics and literature have assisted in achieving the goals and objectives of this project. 
Although the web-based survey was a ' true ' reflection of the thoughts and opinions of 
visitors to VirtualBC.com, these other methods could easily be applied to achieve the desired 
outcomes. Aside from the odd survey question, the general responses will be applicable to 
this project as they are a true reflection of what that the visitor sees and thinks. Responses 
from the group of individuals asked to complete the survey will have most likely selected 
"was referred to the site," so the validity of questions will have to be considered. As the 
response rate to the web-based survey is relatively low, the statistical analysis is more 
descriptive in nature, with the use of charts and graphs where applicable. The survey results 
were analyzed independently as well as compared to the various literature. Additional 
limitations of this methodology may be that the other statistics (from Tourism BC and the 
server) may not provide enough detail, or be specific enough as a web-based survey with a 
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larger number of responses would be. As well, information gathered may identify further 
weaknesses and challenges for Online Performance Ltd. to identify and overcome. 
Results 
Survey 
The website visitor survey provided some revealing statistics and helped to better 
identify what users liked, or would like, on the VirtualBC.com network. When the survey 
closed on January 16, 2006, there were a total of 61 completions. In beginning to analyze 
their responses from Appendix 5, the majority of visitors (51%) in question 1 found out about 
the VirtualBC.com website from someone else (was referred) or was directed there (26%) 
from another website. However, 10% still managed to find the site via a search engine, such 
as Google, MSN or Yahoo! This question may not provide the most accurate picture of the 
visitors, since many were asked to visit the site and complete the survey. If the survey had 
been run for a longer period of time, and advertised locally, it may have provided a more 
accurate indication. Knowing where visitors come from can assist the company in targeting 
new promotions or advertising efforts. If most people are referred to the site, it makes it 
difficult to warrant new advertising. However, offering promotions or additional features to 
those who visit regularly may help with customer loyalty and repeat visitorship. In order to 
identify the frequency in which visitors came to VirtualBC, question 2 asked them how often 
they visit (Figure 1). For forty-five of the respondents (or approximately 75%), it was their 
first visit. This, like question 1, is likely due to the fact that many respondents had recently 
been referred to the site, having never visited before. However, it was encouraging to see that 
23% visit on a regular basis (daily, weekly or monthly). Now that more people are aware of 
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VirtualBC.com, and as the site is revitalized and marketed in local regions, the frequency of 
visitors should increase. 
How often did they visit? 
7% 2% 
Figure 1- Frequency of Visitation 
0 First visit 
• oaily 
DMonthly 
DWeekly 
•Yearly 
Determining a company' s market (or customer) base is important to their success. Through 
this survey, visitors were asked to state where they lived in question 18. They also had the 
option to be more specific on which region, state or community they were from. Visitors 
from the United States seems relatively high, at 43%, which may also be due to the referral 
on sites that attracted mostly members located in that same country. Figure 2 shows this in 
relation to other visitors. The Canadian Tourism Commission' s (CTC' s) study on 
' iTravellers ' (2002) showed that Americans are more apt to use the Internet to research 
vacation plans and actually book online, as seen in Figure 3. Although the website visitor 
survey completed as part of this project does not reflect this; CTC's survey is important in 
terms of identifying trends of Americans and items to consider or include if marketing 
tourism products to them, and provides a more complete picture of these travelers that will be 
beneficial for OLP to include in the VBC network' s redesign. 
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One of the most important aspects of a website revitalization is discovering popular 
content on the current website. Figure 4 identifies these to be local (and regional) weather, 
classified ads, and information on the various communities (part of the network) and British 
Columbia in general. Examining the responses of question 3 can provide OLP with more 
information on what to include in the redesign. For example, if classified ads are popular, 
then perhaps a new updated database is required. The current one is six years old and has 
limited listings and few categories. In the comment portion of this question, respondents also 
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viewed Town Council minutes (Creston), webcams (Creston, DriveBC), snow conditions for 
recreational purposes, employment listings and rentals, both of which would fall into the 
classified advertisement section. It was interesting to see that visitors to CrestonBC.com 
viewed Council meeting dates and minutes. Perhaps, upon consultation with other municipal 
governments, this feature can be expanded throughout the other VBC communities. 
What areas were viewed? 
70% 
60% 
Cl) 50% 
C) 
ra 40% -t:: 
Cl) 30% CJ ... 
Cl) 
20% a.. 
10% 
0% 
Site Page 
Figure 4- Site Content Viewed 
Related to the specific areas viewed, visitors were then asked in question 4 to rate 
how useful they found each of the different VBC features. Of those who did view each 
corresponding section, about 40% found each section to be useful, quite useful or very 
useful. The distribution was relatively consistent amongst each of the sixteen different 
features. Weather was the most useful feature on the website, with 71% finding it to be more 
than ' somewhat useful '. These figures indicate that the current website content is valued, and 
should continue to be a part of the redesign. 
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As there are many communities within the VirtualBC.com network, it was 
worthwhile to establish which of them were the most popular (question 5). If it was 
determined that one or two communities were not popular perhaps they would be 
discontinued. Figure 5 showcases each community and the response ratio (percentage) of 
those who viewed the corresponding sites. The West Kootenay region, comprised ofNelson, 
Castlegar, Grand Forks, Trail and Creston, showed strong interest. Creston was overall the 
most popular, with 61% of respondents having viewed the site. This could be due to the fact 
that Creston, BC' s website (www.CrestonBC.com) is well established in the community, in 
terms of both a destination and useful website for those living in the community, with many 
repeat visitors (Personal Interview, 2005). Others search for its attractions, such as Kootenay 
Lake, the Columbia Brewery, and the Creston Valley Wildlife Management Area. Only one 
respondent indicated viewing the District of Sparwood, a community of 4200. Although this 
area has lots to offer, and is on a central route (Highway 3), it does not appear to be well-
known in terms of the visitor survey. As interest in British Columbia continues to grow as the 
2010 Olympics approach, it is likely that each ofthe communities on the VBC network will 
become more popular. Each of their domain names is simple and relevant, like 
www.VirtualBC.com, making them valuable as well. Even if the community websites 
themselves do not grow, perhaps their domain name will be an attractive purchase for 
another organization in the future. 
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Figure 5- Communities Viewed 
Only 5% of visitors had used the VirtualBC.com network for relocation purposes as 
per the responses in question 6. Within this, 86% had used it to gain general community 
information, 29% to find a house or property, and 14% used it to find a job. It is suspected 
that the 95% of respondents not using the site for relocation purposes were a result of the site 
' referrals '; asking additional users on other sites to view the site and complete the survey 
with their feedback. Had the survey run longer and promoted more throughout the network, 
one would suspect it would find more visitors were using the site(s) for relocation purposes. 
Similarly, question 8 asked for what purpose(s) the visitor was on the site. Forty-five 
respondents, or 74%, used VirtualBC.com for personal or general information. Another 15% 
were using it for work or business purposes, while educational or research was 7%. Other 
respondents indicated they used the website(s) for general browsing and vacation planning. 
These figures represent what was expected. The nature of the site is for those seeking general 
information about communities for vacation planning or to gain knowledge on certain 
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communities or businesses. It was encouraging to see 15% using it for business purposes, 
which may be reflective of the exchange rates, local weather, news, and road report features. 
Accommodations would also be applicable to those traveling within the province for work 
purposes. 
Surprisingly, 97% of respondents found VirtualBC easy to navigate despite the fact the 
site is outdated (has not been updated in six years). Question 10 asked if the information 
viewed was helpful or useful, to which 93% responded it had been. These figures are 
encouraging, as it indicates the company may already have the right content and 
categorization on the site. Significantly, 97% found the www.VirtualBC.com domain name 
easy to remember, reflecting the company' s potential in the market. The websites on the 
VirtualBC network loaded quickly for 95% of visitors, another factor that is required in 
establishing website usability and attracting repeat visitorship. Approximately 95% of 
respondents felt the content was relevant to the name VirtualBC.com, and provided 
additional comments such as: 
• 
• 
• 
"I was not aware of the other things VirtualBC could be used for . . . " 
"Nice site. I would add some more content, but if you add a forum, be aware that not 
everyone is refined and it will lead to vulgarity on your site. Overall, I would give the 
series of websites about a 7 out of possible 10. Layout looks neat and professional, 
VirtualBC is already stuck in my head . . .. " 
"As long as you are aware of what the name represents" 
"Most of it seems really dated . .. .ie. classified ads 6 months old." 
Question 11 asked if visitors thought a forum/discussion board would be useful, to 
which just under 60% responded it would be. Although this number is lower than was 
expected, it still warrants the company examining implementing this feature in the 
revitalization plan as forum boards are often an important aspect in a virtual community or 
portal (Kuo (2003) and Preece (2002)). When asked if they will visit VirtualBC again in 
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Question 15, 72% said yes, 13% said no, and 8% replied only if the site was redesigned. 
General comments received included the following: 
• "Don' t have a general interest in Canadian sites" 
• "Ifl need info about BC, this is where I' 11 start" 
• "Maybe, I was referred to the site by a friend this time" 
• "Maybe if I decide to travel up that way some day" 
• "If I were to travel to BC I would" 
In considering the future development of the VirtualBC network, Question 16 was 
aimed at determining the level of interest in certain website content. As may have been 
expected, the highest percentage of ' not at all interested ' was related to paid membership for 
additional features or discounts. Most website visitors do not want to pay for access, even if 
there are additional benefits in doing so. One might have expected respondents to be 
interested in the ability to book vacations online. Approximately 34% were ' not at all 
interested' , while 66% may perform online bookings. This may reflect the fact that most 
Internet users will research a variety of websites and book independently or seek out all-
inclusive packages, not individual events. Those items having the highest ranking in 'very 
interested' were detailed maps of various regions ( 4 3% ), photo tours (3 0% ), and special 
event listings (26%). Overall, the results of this question indicate that the majority of visitors 
are interested in having all of the following features included in the revitalization: classified 
advertisements; detailed maps of various regions; discussion board/forum; employment 
information and job listings; news; online bookings; photo tours; publications, books and 
literature relevant to BC; real estate listings with photos; ability to request more information 
online; special events listings; vacation packages; and to a lesser extent, a paid membership. 
These same results were cross tabulated with visitor locations to help better identify if 
certain markets warranted different website features from others. One interesting figure was 
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that 65.2% ofthose respondents located in British Columbia were ' very interested' in 
detailed maps of the region. This may reflect the fact that more people are partaking in local 
or regional tourism, rather than traveling long distances, perhaps due to the state of the local 
economy and international immigration regulations, such as Canadians requiring passports to 
enter the United States. Respondents from the Australia/New Zealand region and the prairie 
provinces of Alberta, Saskatchewan and Manitoba were the most interested in viewing 
vacation packages on VBC, although not in making actual bookings online. Classified ads 
appear to be very popular with all visitors. The exception being those from Australia/New 
Zealand, which is likely a result of their distance from where the goods advertised are 
located. Half the respondents from British Columbia and Alberta, and all those from 
Manitoba were very interested in seeing employment information and job postings placed on 
the VirtualBC network. Real estate listings showed a strong interest from British Columbia, 
Manitoba and Alberta responses, with over 70% in each province being at least ' somewhat 
interested' . A summary of general additional comments received about VirtualBC is 
provided below: 
• "The site is boring to look at. Make it more appealing to look at. Not very catchy 
to the eye; looks square." 
• "Tour of Creston and the Kootenay area. Views of the lake. Views of the 
WildLife Centre, etc ... " 
• "Seeing as how I'm from the States, I would only use the site to see pictures, 
news, sports, etc ... " 
• "Definitely more travel, camping, fishing .... " 
These visitor survey statistics and comments clearly represent the fact that Online 
Performance Ltd. has developed a feasible idea of 'you find one, you find them all' resource 
information center, and maintains a valuable domain name that could be a major benefit in 
gaining brand recognition. The identical look and feel amongst the partnering sites do appear 
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to make them easy to find and navigate, and user-friendly. The survey has also identified key 
features that should be included in the revitalization. 
Site Statistics 
Statistics retrieved off the server where VirtualBC.com is hosted provided insight into 
the site ' s popularity and visitor patterns. These statistics are analyzed in terms of hits, files , 
visits, and pages; each is defined below (DOTCO, 2006): 
• Hits " . .. represent the total number of requests made to the server during the given 
time period . . . " 
• Files " .. . represent the total number of hits (requests) the actually resulted in 
something being sent back to the user. .. " 
• Sites " ... the number of unique IP addresses/hostnames that made requests to the 
server .... . a rough gauge as to the number of visitors to your server" 
• Visits " ... occur when a remote site makes a request for a page on your server for the 
first time ... " 
• Pages " .. . are those URLs that would be considered the actual page being 
requested .. . " 
Figure 6 provides an overview of the number of visits, pages, files and hits in the last year. 
The difference between hits and files is a good indicator of repeat visitors, and the larger this 
difference is, the more people are viewing pages they have already "cached" (viewed 
previously) (DOTCO, 2006). Over the year, the average number of repeat visitors was 7,881. 
The greatest number occurred in July 2005, with 10,670 repeats, and the lowest being 
February 2006. Excluding March 2006, the average was 7,966. Repeat visitorship on 
VirtualBC.com was high during the summer months, an encouraging statistics for OLP, as 
the more repeat visitors a website has, the more popular it is likely to be. 
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Website Statistics 
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In more detail, the number of site visits over the last year is shown in Figure 7. Peaks 
were seen in the months of January 2006, March 2006, April2005 and May 2005 . This may 
be attributed to tourists planning vacations for the summer months, those seeking real estate 
properties to purchase in the spring, and possibly the increased awareness of VBC as a result 
of this project. The spike in January 2006 may be best explained by the fact that the survey 
for this project was running then, and it was during this month that additional people were 
asked to visit the site. Detailed server statistics in Appendix 6 regarding the top entry pages 
showed that 60% visited the classified ads section of the websites in January 2006. In March 
2006, this number had increased to over 64%. Again, over 67% in both April and May 2005 
visited the classifieds. These figures indicate that the classified advertisements on the VBC 
network are more popular than ever expected, confirmed by the visitor survey results. As this 
section of the website was the most popular ' entry page ', this indicates the likelihood that 
visitors have "bookmarked" this area; they went directly to this area without likely ever 
seeing the main homepage. When users bookmark certain sections of a website, content on 
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other portions of the website may never be seen. Once a company identifies areas that are 
likely bookmarked by visitors, such as the classified ads, they can add content to these 
specific sites (e.g. www.VirtualBC.com/ads) drawing visitors to other areas. For example, if 
someone had bookmarked accommodation listings, the website developers (company) can 
add links or banner ads to other portions of the website(s). The top search terms entered by 
VirtualBC.com visitors over the last year included: classified, classified ad, free classifieds, 
virtual be, be tourists, be resources, Creston BC, software, Kimberley, Kelowna, 
employment, backgrounds, government auctions, used mobiles, and lakes south BC 
(Appendix 6). These terms provide the company with an indication of the more popular 
aspects of their website. Since VirtualBC.com was returned in those corresponding search 
results, additional traffic (likely first-time visitors) was likely derived. These results, again, 
confirm the popularity of classified advertisements and tourism. 
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Visitors to www.VirtualBC.com came from all over the continent, representing 
diversity in those using the site (see Appendix 6). It was useful to examine those countries 
outside North America to paint a better picture of how well VBC is doing internationally. Of 
-27-
VirtuaiBC.com - Website Revitalization Plan McKenzie 
those countries outside North America (Canada and the United States), the top ten with the 
most 'hits ' (total number of requests made during the given time period) to the website were 
Netherlands, United Kingdom, Japan, Germany, Australia, Spain, Czech Republic, Belgium 
and Switzerland, as shown in Figure 8. 
Top 10 Visitor Locations 
2000 
1800 
1600 
~ 1400 
Q) 
~ 1200 
Ill 1000 :=: 
:I: 
iij 800 -0 600 1-
400 
200 
0 
Country 
L_ 
Figure 8- Top 10 Visitor Locations 
0 Netherlands I 
• United Kingdom I 
DJapan I 
DGermany I 
•Australia 
OSpain 
• Czech Republic 
DBelgium 
• Switzerland 
• France 
The most popular banner ad rotating through on the VirtualBC network is the one 
featuring property for sale (Figure 9). This banner was shown 4694 times, and was clicked on 
667 times for a ratio of 7: 1. Other banner ads averaged 15 : 1, which were all links to local 
organizations and businesses, such as hotels, outdoor recreation and real estate brokers. 
These figures reaffirm the popularity of real estate on the websites. Tracking click-through 
rates allow companies to determine the effectiveness of banner advertisements, and they can 
also gain brand recognition through banner exposure (Cho, 2003). When ad content is 
tailored to the interests of those exposed to the website, the advertising is more effective 
(Cho, 2003). www.VirtualBC.com's banner advertisement statistics is shown in Appendix 7. 
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Discussion 
Strategic Concepts 
Homes & Property for Sale in Creston, BC 
Privately Listed 
Figure 9 - Property Banner Ad 
Porter' s Five Forces Model, as shown in Figure 10, is a widely used methodology to 
analyze industry attractiveness. In examining the bargaining power of suppliers as it impacts 
the company would be relatively low. OLP does not have many suppliers; they simply 
purchase dedicated servers and storage space, so switching costs for the company is also 
relatively low. There are many other web server providers offering a similar service with 
slightly different pricing or options. However, the amount of labour time involved in 
switching information and files from one server to another may warrant a company 
remaining with their current provider even when unhappy. The threat of potential entrants is 
high; websites are easy and cheap to establish. However, this can be decreased for those with 
a strong domain name and well developed website, as new entrants would likely have to buy 
a "portfolio of relevant domain names for positioning, branding, price differentiation and 
traffic (DomainMart, 2006)". Technology is rapidly changing in which new innovations can 
alter the market and significantly impact rivalry amongst existing firms to adapt immediately 
or be left behind. There are low switching costs for website visitors on VBC, as there is often 
another website easy to find with similar content, such as HelloBC or individual community 
websites (TourismKelowna.com). The threat of competitors is perhaps the most significant to 
Online Performance Ltd. as they need to create a complete website in high demand to attract 
new visitors and prevent current ones from going elsewhere. Substitute products, such as 
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travel agents, magazines, brochures and telephone reservations or bookings, are still 
prominent in tourism so the company should be cognizant of the fact that these are easy to 
use and many vacationers or those seeking relocation information will still prefer them over 
the Internet. Often, these more traditional methods complement a company or community' s 
website. 
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Figure 10- Porter's Five Forces Model 
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A primary tool for accomplishing an internal analysis of a company is the VRIO 
framework. Four questions about a resource or capability must be asked to determine its 
competitive potential. The question of value asks if a given resource enables a firm to exploit 
an opportunity or neutralize an environmental threat. In asking the question of rarity, one can 
determine the extent to which a resource is currently controlled by a small number of 
competing firms. Imitability is in reference to whether or not a firm without a resource faces 
a cost disadvantage in obtaining or developing it. Finally, the question of organization asks if 
a firm's other policies and procedures are organized in such a way to "support the 
exploitation of its valuable, rare, and costly-to-imitate resources (Barney and Hesterly, 2006). 
In terms ofthe ability of Online Performance Ltd. to be successful in implementing and 
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maintaining the VirtualBC.com concept as it stands today, a VRIO analysis based on Barney 
and Hesterly ' s work (2002) is shown below in Figure 11. 
Resource or Valuable? Rarity? Costly to Exploited by Strength or Competitive 
Capability imitate? Organization? weakness Implications 
Domain YES YES YES YES Strength Sustained competitive 
Names advantage 
Website YES NO NO NO Weakness Competitive 
Content disadvantage 
Knowledge / YES YES YES YES Strength Sustained competitive 
Technical advantage 
expertise 
Staffing YES YES NO NO Weakness Competitive parity 
"One-stop YES NO YES NO Strength Temporary 
shop" concept competitive 
advantage 
Figure 11 - VRJO Analysis of VBC 
The company' s small size and flat structure allows them to be flexible and implement 
technological upgrades or changes successfully, even though there are only two people doing 
all the work. As previously mentioned, the package of domain names that make up the 
VirtualBC network (VirtualBC.com and its partner sites) is a major strength for Online 
Performance Ltd. The current website content is quite basic; a database full of links and not 
much else. The information OLP currently has on the VBC network is valuable in that these 
links are comprehensive in terms of content and is consistent amongst all partnering 
websites. However, the content on the sites would be available for anyone to copy easily. 
Related to this is the VBC concept of a one-stop shop that is consistent and user-friendly . 
Almost all survey respondents found the website easy to navigate and remember; thus 
reinforcing the success of the original concept. Due to the institutional knowledge within the 
company and all they have achieved to date, this concept would be difficult to imitate. The 
knowledge (technical expertise) within the company is paramount. Learning from past 
experiences is a major reason why the company has succeeded to date. As well, the Directors 
are very internet-savvy, often reprogramming their own web scripts to fit their business 
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needs. They constantly monitor the industry and changing technology to see if it would be 
applicable for their organization. Staffing is perhaps the most challenging weakness for OLP. 
There are only two dedicated people working at the company; who are also the Directors, one 
of which also has a full-time job outside OLP. Although the company has many opportunities 
and options to pursue, they are greatly hindered in their ability to achieve due to the limited 
human resources. Considering this fact, they have been able to remain a strong competitor in 
the automotive website market, and in the Creston area. Throughout the dot-com crash, these 
strengths allowed them to remain successful during this period. Valuable resources are a 
source of competitive advantage only when not possessed by many competitors (Barney and 
Hesterly, 2006). If Online Performance Ltd. can revitalize the website's content and increase 
staffing or labour-intensive activities, it has the potential to gain an overall sustained 
competitive advantage. 
Community Focus 
If Online Performance Ltd. chooses to pursue the virtual community (web portal) 
concept, they must try to identify how valued the website(s) will be in those certain towns 
and cities; additional web surveys, community focus groups or interaction with local business 
organizations, government and Visitor Information Centres may be necessary. In general, the 
websites are proving to be quite popular in the local communities, as can be seen from the 
site statistics and survey results. As well, the company has seen a significant increase in 
participation and interest to the website over the last three years. Specifically, 
CrestonBC.com offers town council minutes, local classified ads, homes for sales and free 
hosting for local non-profit organizations. This partner site should be the foundation in which 
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to revitalize or re-implement the other community websites due to the amount of content 
already there. 
Kuo ' s study (2003) on service quality of virtual community websites identified five 
major dimensions of quality: extra functions and service; webpage design and content; 
customer service; advertising mail management and online quality and information safety. 
Although customer service and advertising mail management are not directly applicable in 
the VBC case, the company needs to ensure all the other dimensions are considered in the 
website revitalization if they want to create satisfied site visitors. Similarly, Lawley et al ' s 
article (2002) reinforces similar factors that make a visitor choose one website over the other: 
contact and feedback; ability to attract repeat visitors; ease of use; good design (quick to 
load, efficient navigation, customer focused); and regular website updates. Their article is 
important as it can provide an overview on how to increase loyal website visitors, and thus, 
repeat visitorship. In order for a virtual community such as VBC to be successful, the 
website(s) must attract and retain members who can exchange information and share 
experiences (Wang eta!. , 2002). The survey results regarding preferred future enhancements 
will be critical in accomplishing this objective. 
There are many future developments related to the community focus Online 
Performance Ltd. can pursue. The company could provide a customizable website portal for 
each visitor or registered member. This may be similar to http: //my.msn.com/, where those 
with a Hotmail or MSN email account can customize this page ' s content, such as weather, 
news, sports, horoscopes, favorite links, and backgrounds. As many respondents were not 
interested in a paid membership option, the company may want to be cautious including this 
feature in the revitalization plan. However, if the right content is provided, as determined by 
-33-
VirtuaiBC.com - Website Revitalization Plan McKenzie 
the survey results and theoretical literature, they may still attract a new source of revenue, as 
there will be some who will pay for customized or 'members only' content. 
In building a virtual community or web portal, it is recommended that the company 
develop acceptable use guidelines that members must accept upon registration (Preece, 
2000). At the same time, they must be aware of the various cultural differences website 
visitors may have. For example, VBC and partnering sites could put page translations for the 
top countries that visit the sites, such as Dutch, German or Japanese. Special rates or 
packages for these different countries may also be an option that could be placed on the 
corresponding translation page. An exchange rate page would fit nicely as well, as 18% of 
survey respondents accessed this feature, finding it useful. Individual companies in British 
Columbia offer page translations (such as guest ranches in the Cariboo who target the 
German market), but a comprehensive website (like VBC) often does not. Even Tourism 
British Columbia's premier website, www.HelloBC.com, provides only a Japanese 
translation page whose content may be different than the English page. 
Should the company choose to put together various vacation packages based on the 
website visitor survey alone, the target markets would be Australia, New Zealand, and the 
prairie provinces of Canada. VBC can help differentiate themselves from the competition by 
offering free photo hosting for the communities. Each community site would have a photo 
directory with free membership to their personalized photo area. For example, there could be 
www.PrinceGeorgeBC.net/photos, with the organization or individual ' s name after that, such 
as www.PrinceGeorgeBC.net/photos/name. VBC could partner with local tourism 
organizations who offer hotels, attractions and transportation in order to establish various 
vacation packages, customizable or not. The regions in which VBC has a presence (e.g. 
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Kootenays, Okanagan, Prince George) are already attracting many tourists (Tourism British 
Columbia, 2005). Providing website visitors with the ability to have an all-inclusive, 
customizable vacation package would help differentiate VBC from the competition. 
The survey results indicate that virtual tours of communities would be very popular 
on VirtualBC. This feature could be tied into detailed maps of the region and driving 
directions to makes it even more valuable. Although this would initially be a labour-intensive 
undertaking, it could give the network of websites a competitive advantage as no one else in 
the area has likely achieved this to date. Based on the survey results, there are other 
comparative websites the company could examine and modify to fit the VBC network. 
www.SlocanValley.com is one such site with a similar purpose, but covering a much smaller 
regional area. Their site is well designed and features many aspects of what VBC website 
visitors are looking for, such as maps with corresponding photos. 
Economic Focus 
Real Estate 
Online Performance Ltd. has found a growing tendency for people to 'pre-shop' for 
homes. Buyers show up in town with a handful of printed properties they are interested in 
viewing. Previously, potential buyers had to drive all over the city trying to find "for sale by 
owner" signs. Online property listings now allow them to narrow down searches, reducing 
their ' hunting' time. Pre-sale questions are answered easily via email or online listings, and 
the quality of photos gives potential buyers a wealth of information to make a decision. It is 
not uncommon for sales to be made ' sight unseen' over the Internet, especially those 
properties with more in-depth information on the site. Sellers can reach a larger market now, 
with ads on the Internet being relatively inexpensive and will be viewed around the world, 
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not just the local newspaper. Word of mouth regarding Internet listings at CrestonBC.com is 
attracting more sellers to advertise directly online, thus bypassing agents and sales 
commissions. (Email Communication, Feb 7, 2006). 
Expanding on this popularity, OLP can look at another model similar to that of 
PropertyGuys.com. This would entail listing private homes for sale on the VBC network for 
a set price such as $99, with a small monthly 'hosting ' fee until it sells. Each property would 
be complete with pictures, virtual tours, and detailed information similar to a ' spec sheet' 
(home sizes, mortgage info, taxes) that potential buyers will find useful in guiding their 
purchase decisions. In having Internet complement traditional methods of advertising, a VBC 
property sign could be placed on the seller' s yard to attract more potential buyers. Sellers 
would find the service beneficial as the costs to list are substantially less than paying 
commissions to real estate agents, and VBC would market their property via online, signage 
and traditional advertising means, such as running an ad in the local newspapers referring 
potential buyers to the generic VBC property site; something like 
www.VirtualBC.com/property. Additionally, the company can look at partnering with local 
lawyers or notaries and home inspectors in each community that buyers can work in 
purchasing 'private ' listings. This will be an important link in the process, as many buyers 
still prefer to work with a real estate agent to guide or ease the purchase process. Appendix 8 
shows a sample real estate website in which users can save searches or specific listings. 
There is likely an opportunity for Online Performance Ltd. to offer a premium 
notification service to meet the growing demand of buyers wanting the newest listings. There 
are at least two options to make this possible. The first is to charge a fee in which buyers 
would be placed on an email ' hot list' to receive advance notice of properties that will be 
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listed for sale within twenty-four hours. In principle, this seems like a feasible option. 
However, many Internet users will not pay for access to information and go elsewhere. This 
was relevant in the survey question regarding how many were interested in a paid 
membership that provided them with specialized access; 60% were not at all interested and 
another 30% were only possibly interested. Alternatively, a real estate agent or agency could 
sponsor the real estate listing portion of the website. It may be that one realtor sponsors the 
entire VirtualBC network, or that there is one sponsor for each community or even region 
(e.g. West Kootenays or the North Central). Another possible feature related to the real estate 
portion of the website would be a ' one-stop shop ' . This could present information on real 
estate agents, community information (link to other portions ofVirtualBC), mortgages, 
including linking to pre-approvals with certain banks, local lawyers, notaries, home 
inspectors and appraisal companies for each region. The 'hot list ' and one-stop features 
would be helpful for buyers, sellers, and also a revenue generator for Online Performance 
Ltd. Growth and demand for this service on CrestonBC.com has warranted expansion across 
all VBC community sites. 
Banner Ads 
One of the most widely used measures of online advertising effectiveness is banner 
advertisement "click-through rates" (Dreze and Hussherr, 2003). This is the percentage of the 
total number of ad exposures that induce the surfer to actually click on the banner in response 
to the advertised message. This measure is very dominant in the market, and in fact, Procter 
and Gamble made a deal with Yahoo!, whereby P&G would pay only for click-throughs and 
not for actual exposures (times shown) (Dreze and Hussherr, 2003). As a result ofDreze and 
Hussherr' s study, they found that location, size and zone content are most important in 
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helping to improve banner effectiveness. Traditionally, banner ads are placed horizontally, 
including those on the VirtualBC.com network. However, the authors suggest that vertical 
zone placement is more likely to be noticed than horizontal. They indicate that what an ad 
says is more important than how it says it. This is key for website developers at OLP who 
maintain the VBC network in creating the most effective ads that will increase the click-
through rates. Catchy phrases are more important than catchy designs, although the ad must 
not be cluttered. Banners lead to brand awareness; even though a certain click-through rate 
might be low, in the long run, awareness is more important than just the simple click (Dreze 
and Hussherr, 2003). Should someone who had visited a VBC site at one time decide later 
they want to take a vacation involving a trail ride (e.g. the Triple J Ranch banner ad) or 
purchase property in the Kootenays, they are more likely to visit sites on the VBC network 
after recalling there was relevant information on there. Banner advertisements are not as 
effective as they were when the Internet was growing in the 1990's. However, there is still an 
opportunity for companies like Online Performance Ltd. to charge a fee for others to place 
banners as a revenue generator. Currently, placement of a banner advertisement on 
VirtualBC.com is part of a website hosting package for new clients, with the price 'built-in' . 
There is the ability to develop banner advertisements targeted at specific regions (e.g. only 
the Kootenays or Prince George area), or across the entire network for a slightly higher fee. 
This would be a selling feature to companies ' purchasing' a banner advertisement, as it 
would increase visibility in their target markets. A banner ad that is well constructed and 
strategically placed will likely attract increased visitorship to their own websites, and may 
even help to increase the customer base and revenue. 
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Virtual Tours 
Building on the community function of virtual tours, if specific organizations or 
businesses want a virtual tour added to their corresponding community page, OLP could 
charge a small fee to take the ' tour' and place on the website(s). For example, on 
www.CrestonBC.com, a virtual tour of the Wildlife Centre or Columbia Brewery could be 
developed to provide visitors with more information on attractions, events, accommodations 
or the general community. Should a local company post a virtual tour, visitors to the website 
would be more inclined to visit, book or use that featured organization, attraction or event. 
Even though there may be individual websites offering virtual tours of a specific community, 
such as www.VirtualFernie.com, VirtualBC.com would be a one-stop shop where visitors 
could view the entire spectrum of tours on the network, including scenic shots, 
accommodations, real estate listings, and attractions, book them online or add to a list of 
favorites that could be viewed later or printed off for reference. Visitors could tour each 
community virtually to assist in determining their favorite vacation or relocation destination, 
and adding to their list of favorites or book online where available. 
Other Considerations 
As a potential revenue generator, Online Performance Ltd. could offer a paid 
membership area to site visitors. Although the survey results show that only 41% of 
respondents would support a paid membership area, there is still an opportunity for the 
company to pursue this option, as the rest indicated they might be interested. The paid 
membership area could include the following features that would only be accessible to 
members: 
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• Special rates, discounts or packages with VBC partners, such as attractions or 
accommodations 
• Ability to create custom vacation packages or itineraries 
• Detailed downloadable maps based on a route planner 
• Customized real estate searches 
• Real estate photo advertisements (for sellers) at a discounted rate 
• Discounts on travel or historical region area 
• A moderated bulletin board or chat area where members could discuss 
experiences in their travels or where real estate listings are located and if that is a 
good area to buy 
• F AQs or "Live Chat" area 
However, the company will have to be strategic in services that will be profitable for them 
and create value for the members at the same time. Online Performance Ltd. ' s years of 
experience in offering this service for the automotive websites will be a major strength in 
implementing the same idea across VBC. 
One aspect the company already offers, but could be expanded network wide is 
business hosting ofwebsites or 'parked ' domain names, which have been registered but not 
yet developed. OLP already owns and maintains their personal web servers. Sponsorship on 
the automotive sites has allowed the company to use these servers for customers to host their 
websites on. For example, CrestonBC.com is hosted on the same server as the automotive 
sites (e.g. Chevelles.com). A sponsor on www.Chevelles.com and www.Camaros.net 
supports the monthly server fees OLP pays, but the company is able to host other customers 
on this same server, such as Century 21 Veitch Realty on the Creston site, or Triple "J" 
Ranch on PrinceGeorgeBC.net. OLP provides customers with a business website hosting 
package comprised of three hundred megabytes of disk space on the server, five gigabytes of 
transfer, up to ten email accounts, statistics, databases, email lists, and banner advertising on 
the VBC network (Personal Communications, 2006). 
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Due to the positive response in interest for employment information on VBC, Online 
Performance Ltd. may want to provide local companies who are hiring with another avenue 
for posting their openings via the VBC network. They could charge a minimal fee for listing 
with VBC, which will reach an extended market, and not require a user login to view, like 
Workopolis does. The employment listings can be tailored for each region within the VBC 
network, or listed in each one. 
Due to the limited number of .com and .net domain names available, there could be a 
market for Online Performance Ltd. to sell those that will not be a part of the revitalization. 
VirtualBC.com is a strong domain name ("like a diamond" as stated by Levy (1999)) in itself 
that will allow OLP to negotiate a higher price if the option to sell arises. The more complete 
the whole VirtualBC 'package ' is, the more valuable and attractive it will be to potential 
buyers (directNIC, 2001). 
Next Steps 
Following is a summary of next steps Online Performance Ltd. can pursue in moving 
forward with the revitalization of the VirutalBC.com network: 
• Meet with local Visitor Information Centres to get more information on visitor 
profiles and current community offerings that may be applicable to the VBC network. 
• Consult with real estate agents/brokers to gain a sense of possible sponsorship for the 
real estate areas on the websites 
• Re-run the survey for a longer period of time. This would provide the company with 
true statistics and information on visitor preferences and thoughts on future 
developments. 
• Develop sample website designs and do additional surveys or focus groups regarding 
the look, usability and features to determine the most popular website design. This will 
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help to increase repeat visitors, and attract new ones as a result of the survey, as they may 
have never known the website existed before. 
• Ensure all website content is printer-friendly or can be downloaded as a PDF so 
website visitors can take information with them travelling or relocating. 
• Hire someone on a part-time/short-term contract, such as a co-operative education 
student or summer work study student 
• Talk with tourist operators, Visitor Information Centres and Chamber of Commerce 
in each of the communities to discuss the feasibility of a common special events listing 
database that they would simply add to, and visitors could search by community, region 
or entire province. 
Porter (2001) identified some other characteristics below that make dot-corns successful. It is 
possible for Online Performance Ltd. to achieve some of these if integrating into the 
revitalization; some of which have already been recommended in this project: 
• Strong capabilities in Internet technologies 
• A distinctive strategy vis-a-vis established companies and other dot-corns, resting on 
a clear focus and meaningful advantages 
• Emphasis on creating customer value and charging for it directly, rather than relying 
on ancillary forms of revenue 
• Distinctive ways of performing physical functions and assembling non-Internet assets 
that complement their strategic positions 
• Deep industry knowledge to allow proprietary skills, information, and relationships to 
be established 
Conclusion 
The survey results and statistics presented in this project provide some key 
information and insight into visitor habits that the company can use to pursue a revitalization 
strategy for the VBC network. Due to the fact additional people were invited to complete the 
survey, this may have skewed some of the results, such as how they found out about the 
website or the reason for viewing, and did not accurately represent the true website 
visitorship, as most of these referrals were Canadian or American. The survey was also only 
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open for a two-month period. Therefore, many ofVBC's visitors outside this time period 
(November 15- January 16) would not have taken the survey. As many website visitors use 
VBC during the summer months, should the survey be running at that time, the company is 
more likely to receive a true representative sample of their visitors. Even though the survey 
was open for anyone to complete (potential for a large sample), few actually responded. 
However, they were experienced web users and the company would still benefit from their 
feedback and recommendations. Some of the tourism literature and statistics may not be 
detailed enough for the purpose of determining true visitor preferences. Visitor Information 
Centres could have been consulted with to gain more information in this respect. 
There are very few e-commerce companies actually making a profit, considering the 
Internet has provided the opportunity for significant cost savings. Companies are now having 
to shift efforts towards advertising and promotion for the purpose of building site traffic and 
customer loyalty (Venkat, 2001). This project would assist Online Performance Ltd. in 
helping to achieve these goals. In reviewing the VRIO framework, VBC has the potential to 
provide the company with a sustained competitive advantage once the content is reexamined 
and staffing levels increased, or the revitalization designed such that it significantly reduces 
the amount of labour time involved in site maintenance. 
As VirtualBC.com already has a search engine presence, any new changes would be 
picked up by them immediately, increasing VBC' s position in various search results. 
VirtualBC.com can gain advantage in strategic positioning by doing things differently than 
anyone else in delivering unique value to customers, by operating at lower costs, or both 
(Porter, 2001 ). As this project is not significantly cost intensive, the most likely option to 
achieve this advantage is in terms of providing website visitors with content they want, and 
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offering extra features or services to enhance their experience and create additional value. 
There is always room for improvement, and through this project, Online Performance Ltd. 
should be able to identify and evaluate new strategies or features for their network of 
websites related to British Columbia communities. 
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LIST OF DOMAIN NAMES 
Listing of Domain Names 
Parent Site: Virtua/BC.com 
"Partner" or subsidiary sites making up the network 
castlegarbc.com 
castlegarbc.info 
cranbrookbc.com 
cranbrookbc.info 
crestonbc.com 
creston be .info 
femiebc.com 
femiebc.info 
goldenbc.info 
goldenbc.net 
grandforksbc.com 
grandforksbc.info 
invermerebc.com 
invermerebc.info 
jumbo glacier .info 
jumboglacier.net 
kamloopsbc.info 
kamloopsbc.net 
kelownabc.info 
kelownabc.net 
kimberleybc.com 
kimberleybc.info 
kootenayrealestate.info 
kootenayrealestate.net 
kootenays. biz 
merritt be .info 
nelsonbc.com 
nelsonbc.info 
osoyoosbc.info 
pentictonbc.info 
pentictonbc.net 
princegeorgebc.info 
princegeorgebc.net 
quesnelbc.info 
APPENDIX2 
CURRENT VIRTUALBC.COM 
WEBSITE LAYOUT 
Current VirtualBC.com Website 
2f$ii . . ·t fiffifW 
Homes & Properry for Sale in Creston, BC 
Pri>AI<IJ LisuJ 
New§; - world ond Loca l 
Lottery Re:;:ults 
ac Auctjon$ 
Toronto Stock Engine 
Canadian Venture Exchange 
Current US/CAN Excha nge 
AWu!.t.ll.(; 
Websites dedicated to British Columbia 
Communitjcs 
BC Towns and O"ties 
Government 
BC Government Resources 
M1t.di.a. 
Provine~ wide resources 
Bwl!rU 
Provincial weather, road and ferry schedules and information 
Q Back • 
AQ.dress ~ Go lnks » ~ . 
\fECLASS!flfDS 
'·'·bft+ftp,,r~ ;;,;;g,r: ;,;;;wpa.;;.;awgz;:;;;,cae?ifiniiBrllllml 
~(1 ) 
Collectibles, Dolls, Furniture, flhmor.1b ili1 .1nd 
Computer Equipment (3) 
Buy, Sell .1nd Tr.iid41 Computen:, prinbtrs; .ind 
• ccesso ries 
General Merchandise (16) 
Books. Jewelry, Cl othin g oiiOd more ... 
Real Estate Propenies (2) 
Homu, Condos, Businus, Properties, ilnd 
Tools & Equipment (2) 
lndustri,l, Commerci•l. Hilnd tools .. 
Search For Listings 
Enter keywords: Where listing contains: 
Autos & Vehicles (6) 
C.1rs, Trud<s, Motorcycl f!s, Bo.ats, P.1rts •nd 
Electronics & Appliances (1) 
Sm.lll.1ppli.lnce5,stlueo equipment, .1nd 
Pets & Animals (6) 
Supplies, Full·brud. mutts: ilnd mor .... 
Rentals I Leases (2) 
Rent.. Is ilnd luns A"uililble 
any of my keywords v I Search J Adnnce d Se.mh 
; .1.faft+@Cf1i,ll§,l:!,ljiQj.!i.inMQ'i':;;;,@id?ifiniiBrllllml 
\iF( , Copy,;ght(@)2000 . v; rtu•IB C All right."""''· 
Sand comment orsuggutions reg•rd ing this site to our webm.JSter . 
Term;; of ua P riVi C'¥' St.Jtemsnt 
APPENDIX3 
WEB-BASED SURVEY 
How did you find out about this website? 
Found using a search engine 
Followed from another page I link 
....J Guessed the URL/address (www.VirtuaiBC.com) 
.:.J Was referred to the site 
....J Don't remember 
....J Other, Please Specify 
2 How often do you visit VirtuaiBC.com? 
Daily 
Weekly 
~ Monthly 
:W Yearly 
!J This is my first visit 
3 What area(s) or categories did you access? (Please select all that 
apply) 
r About BC 
r Classified Ads 
Communities 
r Exchange Rates 
Government 
r Media 
r News 
Reports 
r- Search function(s) 
Sports 
Weather 
Other, Please Specify 
4 On a scale of 1 to 6, where 6 is very useful , please indicate how 
useful you found each of the following : 
2 3 
Not at all Not very Somewhat 
useful useful useful 
Classifed Ads 
Exchange Rates 
-1J _!J 
4 
Useful 
5 
Quite 
useful 
6 N/A- Did 
Very useful not view 
Government 
3 5 6 
Links: Accommodations (B&B, hotel , motel , camping , resorts) 
_!j ~ _J 
Links: Attractions 
..1...J 5 6 
Links: Business (restaurants, services, technology) 
.J.J ..,jJ 6 .,_J 
Links: Community (education, organizations) 
1 ..!J ..,jJ _jj 6 ......J 
Links: Internet (computers, providers, websites) 
..1...J • 6 w 
Links: News Media 
Links: Realtors 
..lJ 6 
Links: Sports & Recreation 
..1...J 6 w 
Media 
..lJ 6 
News 
.:.D ......J 
Searches 
6 
Sports 
..JJ 
Weather 
5 If you visited the "Communities" section , which one(s) did you view? 
Castlegar 
Cranbrook 
r Creston 
r Fernie 
Golden 
Grand Forks 
r lnvermere 
Kamloops 
Kelowna 
Kimberley 
Nelson 
r Penticton 
r Prince George 
Revel stoke 
r Sparwood 
r Trail 
r Vernon 
6 Did you use VirtuaiBC.com for relocation purposes? 
7 If so, please indicate for which purpose(s) : 
r To find a house/property 
r To find a job 
r For general community information 
8 For what purpose(s) are you viewing I did you view VirtuaiBC.com? 
r Business I Work 
Educational I Research 
Personal I General Interest 
Other, Please Specify 
9 Did you find VirtuaiBC.com easy to navigate? 
10 Did you find the information you viewed to be useful/helpful? 
11 Would a forum I discussion board on VirtuaiBC.com be useful? 
12 Is the domain name "www.VirtuaiBC.com" easy to remember? 
13 Is it relevant to the content on the page? 
Additional Comment 
14 Did the site load quickly? 
15 Will you visit VirtuaiBC.com again? 
.J Yes 
,;j No 
.J Only if the site is more currenUredesigned 
Other, Please Specify 
16 Please rank your interest in future developments and website 
content that you would view or participate in : 
2 3 4 
Not at all interested Possibly interested Somewhat 
interested 
Very interested 
Classified ads 
Detailed maps of various regions 
1 2 3 
Discussion board I forum 
.J...I 
Employment info I job listings 
Membership- paid (additional features/services, discounts) 
1 
News 
Online bookings 
Photo tour 
.J...I 
Publications, books, literature relevant to BC 
Real estate listings (photo ads) 
Requesting more information online 
Special event(s) listings 
2 
Vacation packages 
17 Any suggestions on other items, information or features you would 
like to see on VirtuaiBC.com? 
18 Please tell us where you are located. 
r British Columbia (please specify region below) 
r Alberta 
Saskatchewan 
r Manitoba 
Ontario 
r Quebec 
r Maritimes 
r United States (please specify state below) 
r Europe 
r Asia 
r Australia/New Zealand 
Other (please specify country below) 
Please specify as indicated above where applicable 
Thank you for participating . If you wish to be entered in our draw to win 
some cool prizes, please provide your email address and/or phone number 
below. 
19 Please list your email and/or phone number: 
-
Survey Page I 
APPENDIX4 
SURVEY WELCOME PAGES 
Website Survey 
C is a collection of community sites created in 1997 with the goal of providing information and community resources to a number 
and towns in British Columbia. 
rojects demanded more time than was available so this idea lanquishedfor the past 7 years. 
ed interest by Shelley McKenzie (of Northern Web Services) as part of her fina l year in the UNBC MBA program will be breathing 
into these sites. 
quick look around VirtualBC.com, then take the survey and let us know how you feel the site(s) should be changed. 
Take the Survey 
to enter our draw for some cool prizes, you will be asked to provide an email address or phone number so we can 
++++ many more 
Thanks for your support guys, it's appreciated. - AI McKenzie, Team Administrator 
the info. 
C is a collection of community sites created in I 997 with the goal of providing information and community resources to a number 
and towns in British Columbia, Canada 
imagined the little personal homepage of Hot Cars & Cold Beer turning into Team Chevelle & Team Camara. This community sites 
sat idle ever since. 
ved interest by Shelley McKenzie .; as part of her final year in the UNBC MBA program will be breathing new life into these sites. 
quick look around VirtualBC.com - the only really active partner site is CrestonE C. com, although there are about 30 other 
domains involved. 
sure need a lot of work and quite frankly are embarrassing as we haven't done anything to them for a very long time. 
to enter our draw for some cool prizes, you will be asked to provide an email address or phone number so we can reach 
++++ many more 
APPENDIXS 
SURVEY RESULTS 
-M_ zoomerang au.pport -...... 
urvey Results (Included Responses) 
How can VirtuaiBC.com serve you better? 
~port created on: Jan 15 2006 10:08PM 
e results of your survey are displayed below. If your survey includes text responses , click the "View" button to read individual results. To exclude a 
icular response, click the Included Responses button . You can then view the set of individual responses that are currently included and select those you 
,h to exclude. Results below contain only Included responses 
ClUDE BlANK RESPONSES 
Launch Date Nov 18 2005 5:21PM 
Modified Date Nov 19 2005 5:52PM 
Close Date 
Email Invites 
Visits 172 
Partials 
Completes 61 
Responses: @ Completes only 0 Partials only O Completes & Partials 
1. How did you find out about this website? 
Found using a search engine -
Followed from another page I ....... 
link • 
Guessed the URUaddress 
(wwwVirtuaiBC.com) 
Was referred to the site •••••••••• 
Don't remember 
~Other, Please Specify -
2. How often do you visit VirtuaiBC.com? 
Daily e 
Weekly e 
Monthly e 
Yearly 
This is my first visit •••••••••••••• 
Tota.l 
Total 
What area(s) or categories did you access? (Please select all 
3. that apply) 
AboutBC •••••••• 
Classified Ads ••••••••• 
Communities ••••••••• 
Exchange Rates 
Government •••• 
Media •••• 
Number of A•t.ponte 
Respons~.s Ro-tlo 
6 10% 
16 26% 
0 0% 
31 51% 
2% 
7 11% 
61 100% 
Nu.mbetof Res.ponse 
Respon~~ Ra:tlo 
5 8% 
4 7% 
5 8% 
2 3% 
45 74% 
61 100% 
Number of Ret.ponse 
Response.s Ra.tlo 
28 46% 
33 54% 
28 46% 
11 18% 
12 20% 
12 20% 
Go to Individual Complete 
Responses: 
0 Show respondent's emails . 
IB'" ... . ··' ) 
lnclu.dul Respondent:s: 61 
!!_xeh.i.ded R•rporulents : 0 
0 Cross Tabulate 
Cross reference multiple 
questions 
0 Download Results 
Receive results in 
spreadsheet format 
News 21 34% 
Reports 7 11 % 
Search function(s) 5 8% 
Sports 16 26% 
Weather 37 61% 
~ Other. Please Specify 6 10% 
On a scale of 1 to 6, where 6 is very useful , please indicate how useful you found each 
4.of the following : 
2 3 4 5 6 N/A-
The top percentag• indic~tes total Not at Not Somewhat Useful Quite Very Did not 
rupondfmf l'iJtlo; the bottom number all very useful useful useful view TBfKesenf& actual numbf!r of respondents 
u./ecting the op6on useful useful 
1. Classifed Ads 0% 7% 20% 18% 13% 10% 33% 
0 4 12 11 8 6 20 
2. Exchange Rates 3% 5% 3% 15% 7% 8% 59% 
2 3 2 9 4 5 36 
3. Government 2% 2% 10% 16% 11 % 2% 57% 
1 1 6 10 7 1 35 
4. Links: Accommodations (B&B, hotel , 2% 0% 11 % 20% 21% 8% 38% 
motel, camping , resorts) 1 0 7 12 13 5 23 
5. Links: Attractions 2% 2% 7% 25% 10% 8% 48% 
1 1 4 15 6 5 29 
6. Links: Business (restaurants, services. 2% 2% 10% 28% 15% 3% 41 % 
technology) 1 1 6 17 9 2 25 
7. Links: Community (education , 2% 3% 10% 28% 8% 7% 43% 
organizations) 1 2 6 17 5 4 26 
8. Links: Internet (computers, providers, 2% 3% 8% 21% 8% 2% 56% 
websites) 1 2 5 13 5 1 34 
9. Links: News Media 2% 2% 11 % 28% 8% 5% 44% 
1 1 7 17 5 3 27 
10. Links: Realtors 2% 2% 8% 18% 10% 7% 54% 
1 1 5 11 6 4 33 
11 . Links: Sports & Recreation 0% 7% 5% 21% 10% 5% 52% 
0 4 3 13 6 3 32 
12. Media 0% 3% 7% 18% 10% 5% 57% 
0 2 4 11 6 3 35 
13. News 0% 5% 7% 23% 11 % 10% 44% 
0 3 4 14 7 6 27 
14. Searches 0% 2% 11 % 13% 8% 7% 59% 
0 1 7 8 5 4 36 
15. Sports 2% 3% 7% 11 % 16% 7% 54% 
1 2 4 7 10 4 33 
16. Weather 0% 0% 2% 18% 25% 28% 28% 
0 0 1 11 15 17 17 
,----
If you visited the "Communities" section , which one(s) did you 
Ni.uaberof Res.ponse 
5.view? Respon•es R«ttlo 
Castlegar 12 26% 
Cranbrook 15 33% 
Creston 28 61% 
Fernie • 4 9% 
Golden - 6 13% Grand Forks - 8 17% 
lnvermere e 4 9% 
Kamloops e 4 9% 
Kelowna- 10 22% 
Kimberley- 5 11 % 
Nelson- 9 20% 
Penticton- 5 11 % 
Prince George - 10 22% 
Revel stoke • 3 7% 
Sparwood 2% 
Trail - 7 15% Vernon • 3 7% 
'-
6. Did you use VirtuaiBC.com for relocation purposes? 
Nu.mberof Response 
Response.s Ra.tlo 
Yes 
No 
Total 
3 
58 
61 
------
7.1f so, please indicate for which purpose(s): 
To find a house/property 
Tofindajob-
For general community tllllllllllllllllllllllllllllll• 
information 
For what purpose(s) are you viewing I did you view 
8. VirtuaiBC.com? 
Business I Work -
Educational / Research e 
Personal / General Interest 111111111111111111111111111 
~Other, Please Specify -
9.Did you find VirtuaiBC.com easy to navigate? 
Yes ........................ .. 
No 
Tot a. I 
10.Did you find the information you viewed to be useful/helpful? 
Yes .................... .
No e 
Tot.a.l 
11. Would a forum I discussion board on VirtuaiBC.com be useful? 
Yes ............ .No ____ _ 
Total 
12.1s the domain name "www.VirtuaiBC.com" easy to remember? 
Yes 1111111111111111111111111111111111111 
No 
Total 
13.1s it relevant to the content on the page? 
Yes 1111111111111111111111111111111111111 
No e 
Total 
~ 5 Responses 
14.Did the site load quickly? 
Yes ........................ .. 
No e 
Total 
15. Will you visit VirtuaiBC.com again? 
Yes ................ .
No 
Only if the site is more 
currenVredesigned 
Nu.mbe,.of 
Response.s 
2 
6 
Number of 
ftespon5e.s 
9 
4 
45 
12 
Nlimb.-rof 
Responsecs 
59 
2 
61 
Number of 
ResponsH 
57 
4 
61 
Numbe-r of 
Responses 
35 
26 
61 
Numbe-tof 
Resptutse-.s 
59 
2 
61 
Numbet'of 
Respanse.s 
58 
3 
61 
Numb.-rof 
Responses 
58 
3 
61 
Number of 
Response:s 
44 
8 
5 
5% 
95% 
100% 
Response 
Ro-tlo 
29% 
14% 
86% 
Rll!!lsponse 
Ratla 
15% 
7% 
74% 
20% 
Response 
Ro·tlo 
97% 
3% 
100% 
Response 
Acttlo 
93% 
7% 
100% 
Response 
Ro.tlo 
57% 
43% 
100% 
97% 
3% 
100% 
Response 
Ratio 
95% 
5% 
100% 
Response 
Ratio 
95% 
5% 
100% 
R.es.ponse 
Ra.tlo 
72% 
13% 
8% 
~Other , Please Specify 4 7% 
Total 61 100% 
Please rank your interest in future developments and website content that you would 
16. view or participate in: 
The top percfti'Ttage indic-.tu total 2 3 4 
nspondenr ratio; the bottom number Not at all Possibly interested Somewhat Very interested 
r&fKfl& enls OK tuill number of respondents 
stHecting lhfl option interested interested 
1. Classified ads 20% 16% 41 % 23% 
12 10 25 14 
2. Detailed maps of various regions 10% 8% 39% 43% 
6 5 24 26 
3. Discussion board I forum 33% 31 % 26% 10% 
20 19 16 6 
4. Employment info I job listings 33% 21 % 23% 23% 
20 13 14 14 
5. Membership - paid (additional 59% 30% 5% 7% 
features/services, discounts) 36 18 3 4 
6. News 18% 36% 30% 16% 
11 22 18 10 
7. Online bookings 34% 25% 30% 11 % 
21 15 18 7 
8. Photo tour 18% 16% 36% 30% 
11 10 22 18 
9. Publications, books , literature relevant to 25% 44% 20% 11 % 
BC 15 27 12 7 
10. Real estate listings (photo ads) 28% 21 % 30% 21 % 
17 13 18 13 
11 . Requesting more information online 25% 21 % 34% 20% 
15 13 21 12 
12. Special event(s) listings 18% 25% 31% 26% 
11 15 19 16 
13. Vacation packages 21 % 20% 41 % 18% 
13 12 25 11 
Any suggestions on other items, information or features you would like to see on 
17. VirtuaiBC.com? 
~ 8 Responses 
18.Piease tell us where you are located. 
British Columbia (please •••••• 
specify region below) • 
Alberta 
Saskatchewan 
Manitoba 
Ontario 
Quebec 
Maritimes 
United States (please specify • •••••• 
state below) • 
Europe 
Asia 
Australia/New Zealand 
Other (please specify country 
below) 
Please specify as 
indicated above where • •••••••••••• 
applicable 
Number of Response 
R.esponse:s A.a:t lo 
23 38% 
4 7% 
2% 
2% 
2 3% 
0 0% 
0 0% 
26 43% 
0 0% 
0 0% 
2% 
0 0% 
45 74% 
Thank you for participating. If you wish to be entered in our draw to win some cool prizes, 
please provide your email address and/or phone number below. 
19. Please list your email and/or phone number: 
~ 53 Responses 
Copyright © 1999-2006 MarketTools , Inc. All Rights Reserved . 
No portion of this site may be copied without the express written consent of MarketTools , Inc. Trademark Notice 
(!_ zoomerang aupport -
urvey Results (lnclucled Responses) 
How can VirtuaiBC.com serve you better? 
estions that required written responses are displayed by individual query. The "Report Overview" button or "Back" button will return you to your survey 
ults. 
ch individual respondent is referenced under the #column. 
3. What area(s) or categories did you access? (Please select all that apply) 
W11£i1111 
finding phone numbers not active Hotels good 
2 Town Meeting and Maps 
3 Web Cams 
4 real estate 
5 Snow conditions for snowmobleing 
6 employment, rentals 
Copyright ©1999-2006 Market Tools, Inc. All Rights Reserved. 
No portion of this site may be copied without the express written consent of MarketTools, Inc. Trademark Notice 
~ zoomerang aupport loJ[<K&t -
How can VirtuaiBC.com serve you better? 
estions that required written responses are displayed by individual query. The "Report Overview" button or "Back" button will return you to your survey 
ults. 
ch individual respondent is referenced under the# column . 
8. For what purpose(s) are you viewing I did you view VirtuaiBC.com? 
... LlEDa:mtl 
to help a friend with her MBA project 
2 was asked to check it out 
3 Browsing 
4 AI McKenzie told me to and I do all that he asks! 
5 referral 
6 Vacation plans 
7 request from Team Camaro 
8 to take the survey 
9 From Team Chevelle link 
10 chevelle 
11 Requested to view 
12 rentals , local business' 
Copyright ©1999-2006 MarketTools. Inc. All Rights Reserved. 
No portion of this site may be copied without the express written consent of MarketTools, Inc. Trademark Notice 
y_ zoomerang aupport loJE<>Ut -
urvey Results (Included Responses) 
How can VirtuaiBC.com serve you better? 
estions that required written responses are displayed by individual query. The "Report Overview" button or "Back" button will return you to your survey 
ults. 
ch individual respondent is referenced under the# column. 
13.1s it relevant to the content on the page? 
Li!iiilLLitli 
I was not aware of the other things virtuaiBC could be used for, so will look at this more closely. 
2 Nice site. I would add some more content, but if you add a forum, beware that not everyone is refined 
and it wi ll lead to vulgarity on your site . Overall, I would give the series of websites about a 7 out of 
possible 10. Layout looks neat and professional , virtuaiBC.com is already stuck in my head ... Dan 
Boyle-Marysville ,Wa 
3 As long as you are aware of what the name represents . 
4 in my opinion i think a better name then Virtual would be more usful 
5 most of it seems really dates - ie classifie ads 6 months old ... 
Copyright ©1999-2006 MarketTools, Inc. All Rights Reserved . 
No portion of this site may be copied without the express written consent of MarketTools, Inc. Trademark Notice 
tl zoomerang -...... 
urvey Results (lncludad Responses) 
How can VirtuaiBC.com serve you better? 
1estions that required written responses are displayed by individual query. The "Report Overview" button or "Back" button will return you to your survey 
ults. 
ch individual respondent is referenced under the# column . 
15. Will you visit VirtuaiBC.com again? 
.,_c:wm 
Don't have a general interest in Canadian Sites. 
2 if I need info about BC this is where i'll start! 
3 Maybe, I was refered to the site this time. 
4 Maybe if I decide to travel up that way some day .. 
5 if I were to travel to BC I would 
Copyright ©1999-2006 MarketTools. Inc. All Rights Reserved. 
No portion of this site may be copied without the express written consent of MarketTools, Inc. Trademark Notice 
urvey Results (Included. Rasponsu) 
How can VirtuaiBC.com serve you better? 
estions that required written responses are displayed by individual query. The "Report Overview" button or "Back" button will return you to your survey 
ults. 
ch individual respondent is referenced under the# column. 
Any suggestions on other items, information or features you would like to see on 
17. VirtuaiBC.com? 
..... IJ!fi!Wti 
the site ... is boring to look at..make it more appealing to look at. Not very catchy to the eye .looks to 
square 
2 Tour of Creston and the Kootenay area. Views of the lake. Views of the Wild Life Center, etc. 
3 Seeings how I am in the states .. 1 would only use the site to see pies, news, sports, etc .. 
4 None at this time. 
5 Just the Name i would change, and the web. color .. somthing more flashy .. or better colors or back 
ground a must.. 
6 Tornto stock engine had nothing to do with engines at all!! 
7 No 
8 Definately more travel, camping, fishing .. 
Copyright ©1999-2006 MarketTools. Inc. All Rights Reserved. 
No portion of this site may be copied without the express written consent of MarketTools, Inc. Trademark Notice 
{!_ zoomerang a up port loFK<t - _ ...,. 
urvey Results (lncludad Rasponsas) 
How can VirtuaiBC.com serve you better? 
estions that required written responses are displayed by individual query. The "Report Overview" button or "Back" button will return you to your survey 
ults. 
ch individual respondent is referenced under the #column. 
18.Piease tell us where you are located . 
... IJlla::tlfi 
Prince George 
2 creston 
3 Quesnel 
4 Prince George 
5 Canada 
6 Live in Ohio, Lived in Creston, Hope to move back. 
7 Indiana 
8 Marysville, Wa 
9 Williams Lake 
10 Pennsylvania 
11 Texas 
12 MA 
13 Michigan 
14 massachusetts 
15 California 
16 OR 
17 florida 
18 Pennsylvania 
19 MD 
20 California 
21 Wisconsin 
22 Ohio 
23 California 
24 kansas 
25 Oklahoma 
26 Minnesota 
27 Maryland 
28 kootenays 
29 MN 
30 connecticut 
31 Surrey 
32 maryland 
33 Iowa 
34 Seattle, Wa 
35 Cawston B.C. 
36 Missouri 
37 Michigan 
38 Creston 
39 kootenays 
40 Kootnays 
41 Kootenays 
42 Creston 
43 Prince George 
44 Creston 
45 Kootenays 
Copyright ©1999-2006 MarketTools, Inc. All Rights Reserved. 
No portion of this site may be copied without the express written consent of Market Tools, Inc. Trademark Notice 
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APPENDIX6 
SERVER STATISTICS 
e Statistics for virtualbc.com 
·y Period: Last 12 Months 
ed 28-Mar-2006 02:33 MST 
Usage sunnary for virtualbc.con 
Summary by Month 
Month 
!Totals 
d by Webalizer Version 2.01 
Monthly Totals 
Files Hits 
Server Statistics 
Top Entry Pages for Peak Months 
March 2006 
Top 10 of 14 Total Entry Pages 
Visits 
January 2006 
'==------ Top 10 of 15 Total Entry Pages 
Visits 
URL 
URL 
May 2005 
Top 10 of 10 Total Entry Pages 
Visits URL 
1 3765 13.38% 762 
2 2.23% 550 
3 1.77% 398 
4 0.28% 52 
0.67% 
April2005 
Top 10 of 11 Total Entry Pages 
Top Search Terms per Month (for the Year) 
March 2006 
Top 4 of 4 Total Search Strings 
Search String 
33.33% free classified ads be 
33.33% free classified ads post ad 
16.67% free be classifieds 
16.67% virtual be 
February 2006 
Top 5 of 5 Total Search Strings 
Search String 
January 2006 
~==--"'~--- Top 10 of 10 Total Search Strings 
Search String 
20 OO% virtual be 
13.33% creston be classified ads 
13.33% creston classifieds 
6.67% ad 
6.67% jvirtualbc software 
6.67% kimberleybc.com 
December 2005 
Top 6 of 6 Total Search Strings 
Search String 
22.22% employment ads 
3 11.11 % 
4 11.11 % 
5 11.11 % free classified ads 
6 11. 11 % 
November 2005 
Top 1 of 1 Total Search Strings 
Search String 
IOO.OO% virtual be 
October 2005 
Top 3 of 3 Total Search Strings 
Search String 
3 
September 2005 
Top 7 of 7 Total Search Strings 
Search String 
be classified ads 
british columbia community center 
August 2005 
Top 4 of 4 Total Search Strings 
Search String 
ish columbia tourists 
20.00% mobiles be 
July 2005 
Top 3 of 3 Total Search Strings 
Search String 
33.33% free classifieds be 
June 2005 
Top 5 of 5 Total Search Strings 
Search String 
May 2005 
Top 4 of 4 Total Search Strings 
Search String 
42.86% classifieds be 
28.57% british co lumbia resouces 
14.29% british co lumbia tourists 
14.29% resouces for british co lumbia 
April 2005 
Top 3 of 3 Total Search Strings 
Search String 
Top Country Hits by Month 
March 2006 
Top 30 of 53 Total Countries 
r--· 
Country 
1 15510 47.04% 12578 49.36% 1019477 53.51% !Network 
2 6825 20.70% 5787 22.71 % 375102 1969%1US Commercial 
3 5574 16.91% 4701 1845% 192227 10 09% !Unresolved/Unknown 
4 3886 11.79% 2872 11 .27% 256493 1 13.46% !canada 
5 212 0.64% 171 0.67% 1109 1 0.06% Netherlands 
6 172 0.52% 164 0.64% 1805 1 0.09% Germany 
7 113 0.34% 108 042% 16945 1 0.89% US Educational 
8 97 0.29% 85 0.33% 378 0.02% !Non-Profit Organization 
9 63 0.19% 61 0.24% 265 0.01% Switzerland 
10 58 0.18% 45 0.18% 16816 0.88% United Kingdom 
11 50 0.15% 45 0.18% 142 0.01% United States 
12 47 0.14%1 40 1 0. 16% 155 0.01% !Japan 
13 1 31 0.09% 1 31 1 0. 12%1 104 0.01% Mexico 
14 1 28 0.08% 1 23 1 0.09% 1 72 0.00% France 
15 1 28 0.08% 1 27 1 0.1 1%1 165 0.01% India 
16 1 21 0.06% 1 17 0.07% 1 4924 0.26% IAustra a 
17 21 0.06% 18 0.07% 66 0.00% Brazil 
18 20 0.06% 20 0.08% 16542 0.87% !Old style Arpanet (arpa) 
19 17 0.05% 16 0.06% 62 0.00% !Hungary 
20 15 0.05% 15 0.06% 67 0.00% Israel 
21 15 0.05% 14 0.05% 54 0.00% !Slovak Republic 
22 13 0.04% 10 0.04% 44 o.oo% !Belgium 
23 12 0.04% 7 0.03% 6 o.oo% IUS Government 
24 12 0.04% 4 0.02% 17 o.oo% !Czech Republic 
25 12 0.04% 11 0.04% 48 0.00% !Italy 
26 11 0.03% 10 0.04% 1764 0.09% I Austria 
27 10 0.03% 10 0.04% 36 1 0.00% lVI vvaJ 
28 10 0.03% 7 0.03% 41 1 0.00% JNew Zealand (Aotearoa) 
29 9 0.03% 9 0.04% 17 1 0.00% US Military 
~I 8 0.02% 8 0.03% 14 1 0.00% China 
February 2006 
~-------------- Top 30 of 62 Total Countries 
I 
# Country 
I 
111 15243 1 49.49% 1 12562 52.33%1 1200830 55.07% !Network 
f21 5205 1 1690%1 4598 1916% 1 272894 12.52% Unresolved/Unknown 
131 4817 1 15.64% 1 4061 16.92% 1 248628 11.40% US Commercial 
141 3840 1 12.47% 1 2792 11 .63% 1 295122 13.54% Canada 
lsi 365 1 118%1 334 1.39% 1 20581 0.94% Netherlands 
161 287 1 0.93% 1 275 115%1 2465 0.11 % Japan 
171 151 0.49% 1 146 0.61%1 19612 0.90% Germany 
lsi 141 0.46% 1 132 0.55% 1 62511 2.87% United Kingdom 
191 123 0.40% 1 116 0.48% 1 17286 0.79% US Educational 
ItO I 55 018% 1 45 0.19% 1 1422 0.07% Non-Profit Organization 
Ill I 53 0 17%1 45 0 19% 1 159 0.01% Brazil 
1121 52 0.17% 1 41 0.17% 1 144 0.01% France 
1131 50 016% 1 49 0.20% 1 432 1 0.02% Romania 
fl41 49 1 016% 1 36 0.15% 1 158 1 0.01% Denmark 
1151 44 1 0 14%1 40 0.17%1 1912 1 0.09% Australia 
1161 36 1 0 12%1 30 0 12% 1 87 1 0.00% Belgium 
Ji71 32 1 010% 1 22 0.09% 1 44 1 0.00% Mexico 
1181 26 1 0.08% 1 22 0.09% 1 930 1 0.04% Czech Republic 
1191 25 1 0.08% 1 18 1 0.07% 1 70 1 O.OO% Hong Kong 
[201 19 1 0.06% 1 19 1 0.08% 1 12 1 o.OO% Saudi Arabia 
1211 18 1 0.06% 1 17 1 0.07% 1 73 1 O.OO% Old sty le Arpanet (arpa) 
1221 16 1 0.05% 1 Il l 005% 1 18 1 0.00% Switzerland 
1231 16 1 0.05% 1 15 1 0.06% 1 62 1 0.00% Singapore 
1241 15 l 0.05% 1 14 0.06% 1 16503 1 0.76% United States 
f251 13 1 0.04% 1 12 0.05% 1 86 1 0.00% India 
1261 9 1 0.03% 1 9 0.04% 1 32 1 0.00% US Military 
[271 8 1 0.03% 1 5 0.02% 1 18032 1 0.83% US Government 
1281 8 1 0.03% 1 8 0.03% 1 Il l 0.00% Poland 
1291 8 1 0.03% 1 8 0.03% 1 6 1 o.OO% Russian Federation 
f301 8 1 0.03% 1 8 0.03% 1 7 1 o.OO% Seychelles 
I 
January 2006 
r-1 
Top 30 of 55 Total Countries 
I 
# Country 
I 
Ill 18330 1 52.52% 1 14589 1 55.20% 1 933852 51.42% Network 
121 6252 1 17 91%1 5254 1 19.88% 1 310575 17.10% US Commercial 
131 4851 1 13 90% 1 3818 1 14.45%1 209008 1151% Unresolved/Unknown 
141 4372 1 12.53% 3305 1 12 51%1 319287 17.58% Canada 
lsi 294 1 0.84% 272 1 1.03% 1 3609 0.20% Netherlands 
161 114 1 0.33% 101 j 0.38% 1 538 0.03% United Kingdom 
f71 78 1 0.22% 68 1 0.26% 1 3oo l 0.02% Non-Profit Organization 
lsi 62 1 0.18% st l 0 19% 1 18500 1 1.02% United States 
191 60 1 0.17% 27 0.10% 1 12 ! o.OO% Belgium 
1101 52 1 0.15% 46 0.17%1 18473 1 1.02% US Government 
fill so l 0. 14% 48 0 18% 1 1St ! 0.01% Germany 
!til 48 1 0.14% 46 0. 17% 470 1 0.03% lndia 
lt31 39 1 0. 11 % 36 0. 14% 369 1 0.02% Australia 
1141 34 1 0.10% 32 0.12% 124 1 o.OI% Czech Republic 
ItS I 24 1 0.07% 21 0.08% 28 1 o.OO% Mexico 
[161 t8 1 0.05% 16 0.06% 26 1 0.00% US Educational 
1171 17 1 0.05% 14 0.05% 60 1 0.00% Denmark 
[181 16 1 0.05%1 16 0.06% 43 1 0.00% Finland 
fl9 1 16 1 0.05%1 10 0.04%1 35 1 o.oo% Italy 
1201 16 1 0.05%1 14 0.05%1 34 1 0.00% Poland 
1211 15 0.04%1 9 j 0.03% 1 16 1 o.OO% France 
1221 15 0.04%1 ts l 006% 1 47 1 0.00% Saudi Arabia 
[231 13 0.04%1 13 1 0.05% 1 37 1 0.00% Switzerland 
1241 12 0.03% 1 12 1 005% 1 so l 
1251 II 0.03%1 71 0.03% 1 30 
1261 10 0.03% 1 10 1 0.04% 1 3 o.OO% Russian Federation 
1271 10 0.03%1 10 1 0.04%1 9 o.oo% Seychelles 
f2sl 9 0.03%1 8 1 0.03% 1 31 
1291 8 0.02%1 8 1 0.03% 1 40 
jJOI 8 0.02% 1 71 0.03% 1 6 o.OO% Japan 
I 
December 2005 
I 
Top 30 of 67 Total Countries 
,.~~~-~~-~-
# Country 
I 
111 16102 54.81% 12754 1 56.91%1 601923 53.99% Network 
121 5521 18.79% 4522 1 20.18% 1 240488 21.57% US Commercial 
131 3876 13.19% 2959 1 13.20% 1 145491 13.05% Unresolved/Unknown 
141 2845 9.68% 21oo l 9.37% 1 46767 4.19% Canada 
lsi 205 0.70% 187 0.83% 3370 0.30% Netherlands 
161 101 0.34% 94 0.42% 550 0.05% US Educational 
171 68 0.23% 52 0.23% 232 0.02% Non-Profit Organization 
lsi 61 0.21% 50 0.22% 148 0.01% Germany 
191 49 0.17% 35 0.16% 191 0.02% Belgium 
flO I 45 0.15% 38 0.17% 18380 1.65% France 
fil l 40 0 14% 30 0.13% 117 0.01% Australia 
rtll 37 0 13% 1 36 1 0 16% 1 215 0.02% India 
fl31 37 0.13% 31 0.14%1 167 0.01% United Kingdom 
1141 35 0.12% 29 0.13% 88 0.01% Italy 
1151 26 1 0.09% 22 0.10% 118 0.01% New Zealand (Aotearoa) 
[161 26 0.09% 26 0.12% 66 0.01% Poland 
fl71 24 0.08% 20 0.09% 18117 1.63% United States 
[181 23 0.08% 18 0.08% 28 0.00% Mexico 
fl91 23 0.08% 17 0.08% 91 0.01% Nepal 
[201 17 0.06% t5 l 0.07% 1970 0.18% Finland 
f211 14 0.05% 1 14 1 0.06% 8 0.00% Russian Federation 
1221 13 0.04% 13 1 0.06% 1 43 0.00% Japan 
[231 12 0.04% 12 1 0.05% 1 25 0.00% Switzerland 
1241 12 0.04% 1 I 0.00% I 0.00% Namibia 
fiSI 11 0.04% ui 0.05% 35886 3.22% US Government 
fUI 11 0.04% Il l 0.05% 18 0.00% Brazil 
f271 10 0.03% IO j 0.04% 13 1 O.OO% Spain 
1281 9 0.03% 9 1 0.04% 12 1 o.oo% Argentina 
1291 9 1 0.03% 6 1 0.03% 22 1 0.00% Czech Republic 
1301 9 1 0.03% 9 1 0.04% 12 1 0.00% Saudi Arabia 
I 
November 2005 
Top 30 of 58 Total Countries 
I 
# Country 
I 
Ill 15768 1 48.88% 1 12231 1 5111% 863570 55.87% Network 
121 6829 1 211 7% 1 5654 23.63% 254655 16.47% Unresolved/Unknown 
131 4543 1 14.08% 1 3842 16.05% 258989 16.75% US Commercial 
141 3980 1 12.34% 1 2427 10.14% 118384 7.66% Canada 
lsi 193 0.60% 1 159 0.66% 1205 0.08% United Kingdom 
161 186 0.58% 168 0.70% 22366 1.45% Netherlands 
171 153 0.47% 139 o.58% 1 869 0.06% Japan 
lsi 69 0.2 1% 10 0.04% 1 18 0.00% Belgium 
f91 57 0.18% 51 0.2 1%1 448 0.03% Romania 
flO I 50 0.16% 25 1 0.10% 70 o.OO% Germany 
!ill 48 0.15% 35 1 0.15% 204 0.01% France 
1121 40 0.12% 40 j 0 17% 265 0.02% India 
[131 39 0.12% 29 1 0.12% 140 1 0.01% Czech Republic 
[141 31 0.10% 20 1 0.08% 49 1 0.00% US Educational 
ItS I 29 0.09% 23 1 0.10% 80 0.01% Mexico 
1161 23 0.07% 19 0.08% 65 0.00% Australia 
1171 23 0.07% 22 0.09% 75 0.00% Turkey 
1181 19 0.06% 19 0.08%1 18129 1. 17% US Military 
1191 19 0.06% 19 0.08% 1 135 0.01% Israel 
1201 18 0.06% 17 0.07% 186 0.01% New Zealand (Aotearoa) 
1211 16 0.05% 14 0.06% 40 0.00% Non-Profit Organization 
1221 13 0.04% 11 0.05% 30 1 o.oo% United States 
1231 12 0.04% 12 0.05% 42 1 o.oo% Thailand 
1241 9 0.03% 9 0.04% 5612 0.36% Argentina 
1251 9 0.03% 9 0.04% 1 0.00% Russian Federation 
1261 6 0.02% 5 0.02% 5 0.00% Switzerland 
1271 6 0.02% 6 0.03% 1 16 0.00% Saudi Arabia 
1281 6 0.02% 6 0.03% 1 5 0.00% Seychelles 
1291 5 0.02% 4 0.02%1 15 o.OO% Italy 
1301 4 0.01% 4 0.02% 1 10 o.oo% US Government 
I 
October 2005 
Top 30 of 51 Total Countries 
I 
# Country 
I 
Ill 13725 40.49% 1 11034 1 41.96% 616834 1 49.83% Network 
121 10760 31.74% 8920 1 33.92% 271113 1 21.90% Unresolved/Unknown 
131 4999 14.75% 3738 1 14.21% 169966 1 13.73% US Commercial 
141 3726 10.99% 2967 1 11 .28% 159378 1 12.87% Canada 
lsi 106 0.31% 92 1 0.35% 312 0.03% Netherlands 
161 78 0.23% 57 1 0.22% 550 0.04% United Kingdom 
171 69 0.20% 68 1 0.26% 1 375 0.03% Non-Profit Organization 
lsi 52 0 15% 1 33 1 0 13% 1 102 o.O I% US Educational 
191 40 1 0 12% 1 35 1 0 13% 1 145 0.01% Australia 
1101 36 1 0.11 %1 35 1 0 13% 1 181 0.01% Japan 
fill 34 1 0 10% 1 27 1 0 10% 1 61 0.00% Germany 
fl21 26 1 0.08% 1 26 1 0 10% 1 12256 0.99% Brazil 
1131 25 1 0.07% 1 24 0.09% 1 138 o.OI% Tuvalu 
Ji41 20 1 0.06% 1 20 0.08% 5851 0.47% France 
liS I 18 1 0.05% 1 15 0.06% 102 0.01% Finland 
1161 15 0.04% 1 15 0.06% 26 0.00% US Government 
1171 15 0.04% 1 12 0.05% 33 0.00% Belgium 
flSI 13 0.04% 1 3 0.01% 16 o.OO% Czech Republic 
[191 13 0.04% 9 j 0.03% 43 o.oo% New Zealand (Aotearoa) 
1201 12 0.04% IO I 0.04%1 43 0.00% Switzerland 
Jzll 11 0.03% 11 1 0.04%1 56 0.00% India 
rn-1 10 0.03% 9 1 0.03% 1 44 1 0.00% Denmark 
1231 8 0.02% 6 1 0.02% 1 7 1 o.oo% Seychelles 
1241 7 1 0.02% 7 0.03%1 11 1 O.OO% Mexico 
1251 7 1 0.02% 7 0.03% 1 44 1 0.00% Singapore 
1261 6 1 0.02% 5 0.02%1 36 1 0.00% Norway 
1271 6 1 0.02% 6 0.02% 1 14 1 0.00% Saudi Arabia 
f281 6 1 0.02% 6 0.02% 1 30 1 o.OO% Sweden 
1291 5 1 0.01% 5 0.02% 1 10 1 o.OO% Spain 
1301 5 1 0.01% 5 0.02% 1 32 1 0.00% United States 
I 
September 2005 
Top 30 of 53 Total Countries 
I 
# 
I /tr--1 -·.------11759 1 45 69% I 9Sts l 
121 13;---1 --r------48os l 1867% 1 3726 1 
4609 1 1791 %1 2884 1 
141 lsr--1 -·j----3309 1 12 86% 1 26o2 1 
352 1 1.37%11881 
f61 f7r-l --i---1St I 059%11371 
136 1 0.53%1721 
lsl 191--1 -·i----lOt i 0.39%1941 
76 1 0.30%r--ml 
rtOI [ltr-1 --i---69 1 0.27%1531 
4t l 0.16%1331 
Ji21 113;-1 --i---36 1 0.14%1281 
30 1 0.12%1271 
li41 ltSir------r---27 1 
0.10%1221 
27 1 010%1171 
1161 lt71i----·i---20 1 0.08%1191 t6 l 0.06%1131 
fl81 fl91i----·i---t5 1 0.06%1141 
13 1 0.05%1131 
1201 lzlr-1 --j---12 1 0.05%191 
12 1 0.05%161 
1221 f23r-l --r-----Il l 0.04%1ltl 
Il l 0.04%191 
1241 125;-1 --r-----Il l 0.04%1ltl IO I 0.04%171 
1261 rnr-1 --i---9 1 0.03%181 
8 1 0.03%141 
1281 129;-1 --r-----7 1 0.03%161 
7 1 0.03%151 
1301 
I 
5 1 0.02%131 
51 .34% 1 
2010% 1 
1556% 1 
14.04% 1 
1.01%1 
0.74%1 
0.39% 1 
05 1%1 
0.38% 1 
0.29%1 
0 18%1 
0.15%1 
0.15% 1 
0 12% 1 
0.09% 1 
0.10% 1 
0.07% 
0.08% 
0.07% 
0.05% 
0.03% 
0.06% 
0.05% 
0.06% 
0.04% 1 
0.04% 1 
0.02% 1 
0.03% 1 
0.03% 1 
0.02% 1 
Country 
784520 1 45.40% Network 
327066 1 18.93% Unresolved/Unknown 
316114 1 18.29% US Commercial 
224831 1 13.01% Canada 
17St l 0.10% Cote D'lvoire (Ivory Coast) 
18984 1 1.10% United Kingdom 
428 1 0.02% Switzerland 
18524 1 1.07% Non-Profit Organization 
488 1 0.03% Germany 
313 0.02% US Educational 
115 0.01% United States 
139 0.01% Thailand 
138 0.0 1% Netherlands 
33748 1.95% US Government 
77 0.00% Czech Republic 
90 0.01% France 
47 o.oo% Australia 
50 0.00% Mexico 
55 0.00% Sweden 
34 0.00% Japan 
34 0.00% Poland 
27 o.oo% Italy 
40 o.oo% New Zealand (Aotearoa) 
50 o.oo% Saudi Arabia 
28 o.oo% Brazil 
32 0.00% Belgium 
7 o.oo% Seychelles 
2t l o.oo% Israel 
23 1 
5 1 
August 2005 
Top 30 of 49 Total Countries 
I 
# Country 
I 
111 16620 1 53.62% 1 13616 61.85% 1534403 1 54.60% Network 
121 534t l 17.23% 3790 17.22% 482701 I 17.18% Unresolved/Unknown 
131 4875 1 15.73% 3215 14.60% 411987 1 14.66% US Commercial 
141 3298 1 10.64% 2612 11.87% 313068 11.14% Canada 
lsi 209 1 0.67% 144 0.65% 677 0.02% Netherlands 
161 87 0.28% 76 035% 36360 1.29% US Educational 
171 85 0.27% 73 1 033% 1 13844 0.49% United Kingdom 
lsi 40 0.13% 36 1 0 16% 1 98 0.00% United States 
191 39 0.13% 25 1 O.l lo/o I 117 0.00% Czech Republic 
flO I 38 0.12% 35 1 0 16% 1 305 0.0 1% Australia 
Iii I 36 0.12% 31 1 0.14% 1 288 o.OI% Non-Profit Organization 
li21 35 0 11 %1 34 1 0 15% 1 14668 0.52% Germany 
!131 33 0.11 % 33 1 0 15% 1 165 0.01% Hong Kong 
~ti l 29 0.09% 28 1 0.13% 1 169 0.01% India 
/tSI 29 0.09% 28 1 0 13% 1 128 0.00% Mexico 
li61 23 0.07% 23 0.10% 1 98 o.OO% Saudi Arabia 
[171 16 1 0.05% 13 0.06% 54 o.oo% Old style Arpanet (arpa) 
ItS I 15 1 0.05% 14 0.06% 50 0.00% Finland 
1191 13 1 0.04% 13 0.06% 61 0.00% Portugal 
1201 12 1 0.04% 12 0.05% 42 0.00% US Governrnent 
f211 11 1 0.04% 8 0.04% 11 0.00% Japan 
1221 11 1 0.04% 7 0.03% 37 o.oo% Norway 
1231 1o l 0.03% 10 1 0.05% 1 35 1 o.oo% US Military 
1241 IO I 0.03% 8 1 0.04%1 22 0.00% Belgium 
[251 tO I 0.03% tO I 0.05% 1 594 0.02% New Zealand (Aotearoa) 
fUI 9 1 0.03%1 5 1 0.02% 1 8 0.00% Seychelles 
1271 8 1 0.03% 1 7 1 0.03%1 29 0.00% France 
1281 7 1 0.02%1 7 1 0.03% 1 75 0.00% Philippines 
1291 6 1 0.02% 1 6 1 0.03% 1 29 0.00% Qatar 
\301 5 1 0.02% 1 5 1 0.02% 1 29 0.00% Brazil 
I 
July 2005 
Top 30 of 49 Total Countries 
I 
# Country 
I 
It! 18929 1 55.69% 15269 65.48% 2071976 1 56.42% Network 
121 5513 1 16.22% 3972 17.03% 542972 1 14.78% Unresolved/Unknown 
131 4632 1 13.63% 3045 1306% 367715 1 1001% US Commercial 
141 3485 1 10.25% 2721 11 .67% 428123 1 11 .66% Canada 
lsi 296 ! 0.87% 279 1.20% 2842 0.08% Spain 
[61 245 1 0.72% 226 0.97% 109116 2.97% US Educational 
171 215 ! 0.63% 1 149 0.64% 3912 0.11 % United Kingdom 
lsi 153 1 0.45% 1 129 0.55% 635 0.02% Netherlands 
191 85 1 0.25% 1 74 0.32% 249 0.01% Non-Profit Organization 
flO I 60 1 0 18% 1 55 0.24% 102099 2.78% US Military 
[Ill 53 0 16% 1 41 0.18% 156 0.00% Germany 
1121 42 0 12% 1 40 0 17% 183 0.00% Australia 
1131 38 0. 11 %1 26 0.11 % 137 1 o.OO% Czech Republic 
1141 28 0.08% 1 16 0.07% 61 o.OO% United States 
liS I 26 0.08% 1 18 1 0.08% 83 0.00% Japan 
[161 19 0.06% 1 15 0.06% 18057 0.49% New Zealand (Aotearoa) 
li71 13 1 0.04% 1 10 0.04% 52 0.00% Switzerland 
1181 13 1 0.04% 1 13 0.06% 65 o.OO% Estonia 
1191 nl 0.03% 1 10 0.04% 31 o.OO% Saudi Arabia 
1201 tO I 0.03% 1 9 0.04% 1 15 o.OO% Mexico 
f211 9 1 0.03% 1 8 0.03% 1 18124 0.49% Croatia (Hrvatska) 
1221 9 1 0.03% 9 0.04% 5569 0.15% Philippines 
1231 8 0.02% 8 0.03% II 0.00% France 
1241 8 0.02% 8 0.03% 36 0.00% India 
1251 8 0.02% 8 1 0.03% 38 0.00% Morocco 
1261 8 0.02% 4 1 0.02% 7 o.OO% Seychelles 
f271 7 0.02% 7 1 0.03% 20 o.oo% Old style Arpanet (arpa) 
1281 7 0.02% 7 1 0.03% 1 22 o.oo% Brazi I 
1291 7 0.02% 1 5 1 0.02% 1 16 0.00% Poland 
1301 6 0.02% 1 4 1 0.02% 1 8 o.OO% US Government 
I 
June 2005 
Top 30 of 56 Total Countries 
I 
# Country 
I !JII~--~~--r----r---r----~--r------------~ 16476 5421%1 13023 1 56.84% 525352 1 79.20% Network 
5570 18.33% 18.54% 4.37% Unresolved/Unknown 121 131~--r---r---i---~---~---~--------~ 4249 1 28982 1 
4260 14 02% 2866 1 12.51% 23033 1 3.47% US Commercial 
j.llr---;r---r----r---r----r---r------------~ lsi 
3195 10.51% 2327 1 10.16% 46573 1 7.02% Canada 
83 1 224 1 122 0.40% 0.36% 0.03% US Educational 
ltil~--i---r---r---~---r---r------------~ 
122 0.40% 95 1 0.41% 535 0.08% United Kingdom 
70 0.23% 36540 5.51% Non-Profit Organization f71 ~~~--i---r---r---~---r---r------------~ 62 1 0.27% 1 
56 0.18% 55 1 0.24% 1 212 0.03% United States 
55 0. 18% 228 0.03% Poland 191 !tOri ---r---r---r---r-----~---~------------~ 40 1 0 17% 1 
38 0.13% 28 0 12% 1 142 0.02% Brazil 
37 0 12% 32 0.14% 106 0.02% ltll !I2Ir----r---r----r---r----r---r------------~ Germany 
36 0.12% 30 0.13% 82 0.01% Netherlands 
1131 27 0.09% 1 27 0.12% 129 1 0.02% Norway 
25 0.08% 25 0.11 % 0.02% Hungary 
lt4lr---r---i----i----r----
lt51 r---r-------------~ 
ll6 1 
25 1 0.08% 17 0.07% 140 0.02% Tuvalu 
0.07% 22 0.10% 76 o.OI% Saudi Arabia lt61 lt7rl ---r---r---r---r-----~---22 1 
21 0.07% 20 009% 1 78 0.0 1% Switzerland 
20 0.07% 20 74 o.OI% US Military li81 jt9rl ---r---r---r---r----r---r-------------~ 009% 1 
17 0.06% 15 0.07%1 20 o.OO% Japan 
17 0.06% 10 0.04% 17 o.OO% Mexico 1201 lzllr ---r---r---r---r-----~---~------------~ 
14 0.05% 1 12 0.05% 34 0.01% US Government 
14 0.05% 13 0.06% o.OI% Australia 1221 12Jir ---r---r---r---r----r---r-------------4 49 1 
14 0.05% 14 0.06% 31 1 o.OO% Ireland 
0.04% 12 0.05% 29 o.oo% Old style Arpanet (arpa) 1241 j25rl ---r---r---r---r-----~---~------------~ 13 1 
13 1 0.04% 13 0.06% 65 0.01% Estonia 
0.03% 7 0.03% 37 o.OI% Czech Republic 1261 j27rl ---r---r---r---r-----~---~------------~ tO I 
tO I 0.03% 10 0.04% 1 49 0.01% Sweden 
0.03% 10 70 0.01% South Africa 1281 j29rl ---r---r---r---r----r---r-------------4 tO I 0.04%1 
8 1 0.03% 6 1 0.03% 1 19 O.OO% Denmark 
1301 
I 
8 1 0.03% 1 8 1 0.03% 1 51 o.O I% Lithuania 
May 2005 
Top 30 of 55 Total Countries 
I 
# Country 
I 
It I 13576 1 48.26% 10519 1 50.41%1 47753 1 48.14% Network 
121 5468 1 19.44% 3472 1 16.64% 1 19978 1 20.14% US Commercial 
f31 4968 1 17.66% 3716 1 1781%1 18168 1 18.31% Unresolved/Unknown 
141 3272 1 11.63% 2445 1 1172% 1 10256 1 10.34% Canada 
lsi 139 1 0.49% 125 1 060% 1 752 1 0.76% Japan 
161 128 1 0.45% 101 1 0.48% 1 237 1 0.24% US Educational 
171 81 1 0.29% 1 75 1 0.36% 1 489 1 0.49% Sweden 
lsi 70 0.25% 61 1 0.29% 1 282 1 0.28% Non-Profit Organization 
191 67 0.24% 66 1 0.32% 1 259 1 0.26% Bermuda 
ItO I 36 013% 29 1 0 14% 1 90 1 0.09% United Kingdom 
fill 35 0. 12% 29 0.14% 1 57 1 0.06% Netherlands 
1121 23 0.08% 23 0 11 %1 105 1 0.11 % Saudi Arabia 
1131 19 0.07% 18 0.09% 1 64 1 0.06% New Zealand (Aotearoa) 
fl41 18 0.06% 4 002% 1 23 1 0.02% Czech Republic 
liS I 18 0.06% 15 0.07% 1 54 1 0.05% Mexico 
fi61 17 0.06% 16 008% 1 75 1 0.08% Romania 
1171 16 0.06% 15 0.07% 1 48 1 0.05% Australia 
[181 15 0.05% 15 0.07% 1 72 1 0.07% US Government 
1191 14 0.05% 1 It 0.05% 1 27 1 0.03% Germany 
rw-1 12 0.04% 1 11 0.05% 1 1o l 0.01% Old style Arpanet (arpa) 
1211 12 0.04% 1 12 0.06% 1 34 1 o.03% Italy 
1221 IO I 0.04%1 1o j 005% 1 26 1 0.03% Switzerland 
1231 10 1 0.04% 1 1o l 0.05% 1 55 J 0.06% Norway 
1241 9 1 0.03% 1 6 1 0.03% 1 29 J 0.03% Croatia (Hrvatska) 
f251 9 1 0.03% 1 7 1 0.03% 1 23 J 0.02% Poland 
1261 8 1 0.03% 1 4 1 0.02% 1 9 1 o.O I% Belgium 
1271 8 1 0.03% 1 5 1 002% 1 9 1 0.01% Seychelles 
1281 7 1 0.02%1 71 0.03% 1 21 1 0.02% United States 
1291 6 1 0.02% 1 6 1 0.03% 1 IO I o.O I% Finland 
1301 5 1 0.02% 1 4 1 0.02% 1 9 1 o.O I% Brunei Darussalam 
I 
April2005 
Top 30 of 45 Total Countries ===--------------I 
# Country 
I 
It I 14080 1 487 1%1 10663 1 50.67% 48695 1 48.37% Network 
121 5625 1 19.46% 1 3612 1 17.17% 20549 1 20.41% US Commercial 
131 5070 17.54% 1 3639 1 17.29% t858t 1 18.46% Unresolved/Unknown 
141 3220 111 4% 1 2475 1 11 .76% 10273 1 10.20% Canada 
lsi 344 1.19% 1 214 1 1.02% 348 0.35% US Educational 
\61 95 0.33% 1 77 0.37% 480 0.48% United Kingdom 
!71 56 0.19% 50 0.24% 441 0.44% Hong Kong 
lsi 50 0.17% 44 0.21% 241 0.24% Old style Arpanet (arpa) 
191 47 0.16% 31 0.15% 90 0.09% Non-Profit Organization 
flO I 35 0 12% 25 0.12% 69 0.07% Germany 
[ttl 28 0.10% 28 0.13% 151 0.15% US Military 
1121 27 1 0.09% 27 0.13% 102 1 0.10% United States 
li31 22 1 0.08% 22 0.10% 79 1 0.08% Dominican Republic 
li41 2t l 0.07% 1 15 0.07% 70 1 0.07% Netherlands 
1151 20 1 0.07% 1 20 0.10% 7t l 0.07% Saudi Arabia 
[161 18 0.06% 6 0.03% 28 1 0.03% Czech Republic 
lt71 16 0.06% 14 0.07% 74 1 0.07% Switzerland 
f181 15 0.05% 14 1 0.07% 46 1 0.05% Mexico 
1191 13 0.04% II 0.05% 30 0.03% Australia 
1201 II 0.04% II 0.05% 18 0.02% Japan 
f211 9 0.03% 9 0.04% 1 38 0.04% France 
1221 8 0.03% 1 7 0.03% 1 19 0.02% New Zealand (Aotearoa) 
1231 8 0.03% 4 0.02% 1 7 o.Ol% Seychelles 
1241 7 0.02% 7 0.03% 1 6 o.OI% US Governrnent 
1251 7 0.02% 6 0.03% 1 32 
[261 7 0.02% 6 j 0.03% 1 38 
f271 5 0.02% 4 1 002% 1 4 
1281 5 0.02% I I 0 OOo/o I 5 0.01% Singapore 
1291 4 0.01% o l 000% 1 0 
1301 4 0.01% 2 1 001%1 2 o.OO% Italy 
I 
APPENDIX7 
BANNER ADVERTISEMENT STATISTICS 
Banner Advertisement Statistics 
Show And Sell V1 .03 Configuration Utility 
Advert Statistics 
Advert Shown Clicked Ratio 
----
bo_fjords 334 14:1 
alfoldy 274 17:1 
c21 322 14:1 
kootenay_candles 274 17:1 
destiny bay 311 15:1 
Coldwell 427 11 :1 
cedarsigns 259 18:1 
davespress 280 16:1 
creston hotel 387 12:1 
herchmer 283 16:1 
banner _property 667 7:1 
mwsbanner 378 12:1 
ljr_banner 379 12:1 
banner_nws 360 12:1 
antlerwild_ 468 306 14:1 
remax_ creston 192 17:1 
drapestofloor 82 30:1 
sweetapple 122 19:1 
kokaneeford 124 19:1 
banner_triplej 12:1 
APPENDIX8 
SAMPLE REAL ESTATE WEBSITE 
Sample Real Estate Website 
l Cranbrook Home$ and Property for !alc1 . 1 4 Microsoft Internet Explorer t';J@]fg] 
teN 0PEN-REALJJ~O;B 
Featured 
Ustings 
Search Listings 
SrQW<3e AU ustmqs (Q) 
Find the perfect property: 
Agent: Any Agert v 
Price from L ~ to 
Flness Certer 
OolfCcuse 
Community Features :!Jacuzzi 
Sports Complex 
, Terris Ccuts 
{C] Show only listings with Images 
I """"'""""' I 
